The Slaymaker Miniature Showcase 


plus these four solid 
cast brass beauties 


are helping to increase 


padlock sales in hardware stores 
all over the country! 


See your jobber, or write 


Slaymaker Lock Company 


SINCE 1888 -+* LANCASTER, PA., U.S.A. 4p 


World's Most Complete Line of Padlocks 


Illustrations are actual size 


, Tuner 


ECHANISM 


permits 480 key 
changes. without 
duplication ...an 
entirely new prin- 
ciple of tumbler 
contact. 


EXCLUSIVELY 
SLAYMAKER’S 
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In the old days, the sales of the Hardware Drummer were dependent upon 
the keen, quality-eyed appraisal of the town folks. 

Today--at the NATIONAL HARDWARE SHOW where quality is the keynote, 
buyers no longer await the arrival of one hardware drummer, but have before 
them all that’s good--all that’s new in hardware and allied lines. It is here, at 
the industry’s greatest trade show, that buyers and manufacturers alike share 
the spot-light of the hardware world. 

For intelligent buying, your attendance is a must at the NATIONAL HARDWARE 
SHOW, Grand Central Palace, New York City-- 


OCTOBER, 12th, 13th, 14th and 15th, 1949 


Buyers secure your tickets of invitation for the merchandising 
event of the year, from your manufacturer or by writing direct 
to the National Hardware Show. 


TILED) LG 


331 MADISON AVE., NEW YORK 17, MURRAY HILL 2-4802 
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Donald Doubt. 

He’s the guy who comes in and 
asks for a lock or door closer or 
something without specifying the 
brand. : 

Rather —Donald Doubt is the 
‘small inner voice” of that customer 
who gets in his licks after the hard- 
ware has been installed. Too late, 
the customer begins to worry about 
his hardware and to wish he had 
specified a quality brand—YALE. 


Yeu can do something to keep 
Donald Doubt from haunting your 
customers. Easy. Just display YALE 
hardware and se// him on paying 
quality prices for quality hardware. 
You make more money—your cus- 
tomer gets satisfaction. 





Tha name Yale helps make the vale 






























You'll never feel sure 


that your locks are stout 


So long as You tolerate 


























Donald Doubt is the “‘small inner voice” You can lock out Donald Doubt 
that delights in making home-owners just by specifying YALe Locks 
regret having been careless for maximum security. 


about buying “any old” lock. 


HERE’S no place for 
doubts about hardware 


in a house furnished 
Lock Gite with YALE, 
Like many generations of 
home-owners before you, 
Pi you can depend on YALE 
ond Locks, Door Closers and 
. Hardware for modern 
styling and long-lasting 
beauty and service. 
ei “ om, One popular ard 


trustworthy YaLe product 
is the XP1 Front Door 
Set—tubular latch set 
and deadlock with 
matching cylinder collar— 
distinguished design, 
famous YALE security. 


YA L E Buy, specify vate Locks — 


to lock out Donald Doubt. 
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THE YALE & TOWNE MPO. CO., Stam- 
ford, Conn., U.8.a. Makers of the 
famous YALE lines of Locks, Door 
Closers and Builders’ Hardware 






SHOP AT YOUR LOCA 






HAROWARE STORE 











Appearing in the July 2 issue of the SATURDAY EVENING POST 


THE YALE & TOWNE MANUFACTURING COMPANY, STAMFORD, CONN., U. S. A. 
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SELLING JOB 


on ‘’Plasti-letters”’ 
you've got to have both 





LETTERS & NUMBERS 





178 3” Plasti-Letters & Numbers 
14 Assorted Metal Stakes 

24 Assorted Panels 

14 Periods; 3 Commos 
Necessary Screws 


Net.. $59.50 


Also available but not illustrated 


Deal No. 2 
Display Rack Contains: 
58 3” Plasti-numbers 
12 Assorted Panels 

6 Metal Stakes 
Necessary Screws 


Net.. $1 9.50 


Deal No. 3 


Display Rack Contains: 
128 3” Plasti-letters 
10 Metal Stakes 

17 Assorted Panels 
14 Periods; 

4 Commas 
Necessary Screws 


Net.. $42.50 


Initial orders shipped 
FOB your store 





ATTENTION PRESENT 
LA BARB DEALERS 
Any 75¢ Masonite letters you 
have in stock are exchange- 
able for two of the new 
plastic letters and numbers. 











only LA BARB has them 


both at price smashing 


39e 


Now Molding Methods enable us to reduce “PLASTI- 
LETTERS” to a price within EVERY Home-owners reach. 


e Never before retailed at less than 75c 
e Standard 3” size in green and white 
e Proof against weather and salt water 
e Sturdy wooden displays 
e Full 40% Dealer Discount 

All wooden panels hand-dipped in ‘‘CUPRINOL”’ 


for lasting protection against mildew, rot, fun- 
gus and boring insects 


LA BARB Inc. 


(Plastics Division) 
26 Monroe St. * Mt. Vernon, N. Y. 
Some exclusive territories still open 


for well introduced representatives. 
Jobber inquiries invited 
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3 reasons why 


you sell more—profit more 


with Goodyear — the most 
complete garden hose line 


— You can go after all the garden 

hose business with the Goodyear 
line. 
Wingfoot, Pathfinder and Glide 
fit ote every garden need and 
are priced to fit almost every 
homeowner’s budget. Amazingly 
light, durable and kinkless, these 
rayon-reinforced hose styles are 
the finest money can buy. 
Estates, golf clubs and other users 
of highest quality hose will come 
to you for Goodyear’s Emerald 
Cord—the extra -sturdy, long-lived 
leader of Goodyear’s garden hose 
line. 








To round out this salesmaking 
line of hose, there’s Goodyear’s 
new Vinyl hose —attractively 
packaged, lightweight plastic hose 
in sparkling red or green. Its 
extreme lightness and eye-catching 
color combine to make Goodyear 
Vinyl the women’s choice. 

—To help you sell more hose, 


there’s a complete line-up of 
merchandising aids. 


“How To Sell More Hose”—a 
ten-minute course that gives the 
complete story on Goodyear 
garden hose—and tells your 
employes how to put it across. It 


helps train your personnel, reduces 
overhead, and increases sales. 


A full assortment of window 
banners, advertising inserts for 
hose coils, garden hose folders 
for counter and direct mail use, 
hard-hitting newspaper mats. 


This complete program is free 
with your first order for 1,500 feet 
or more of Goodyear Garden 
Hose. 


eB — Because millions of people 

recognize the 
trade mark — because the name 
spells quality to 


Goodyear 


**Goodyear” 
your 
sell more and profit more with 
Goodyear. 


customers— you stand to 


GOODFYEAR 


THE GREATEST NAME IN RUBBER 





WINGFOOT 














(Vinyl!) 





Goodyear Vinyl Hose 
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We think you'll like 


1949 


THE GOODYEAR TIRE & RUBBER COMPANY, 


Just fill out and mail the coupon below for full 
information about the most complete line of garden 
hose. 


 b. 


INC, 
Dept. 742 C, Akron 16, Ohio 


Kindly send me full details of the merchandising plan for 
your complete line of Garden Hose. 


City, Postal Zone and State 


Wingfoot, Pathfinder, Glide, Emerald Cor 
T.M.'s The Goodyear Tire & Rubber Company 


“THE GREATEST STORY EVER TOLD’’—Every Sunday—ABC Network 











CHICAGO 
SCREW COMPANY 


ro) a a 
ch ie), de 
2701 WASH! ished 1872 


Establ 


CHICAGO “SAFETY PLUS” PRODUCTS INCLUDE: 


Socket Head Cap Screws « Socket Set Screws * Stripper 
Bolts or Shoulder Screws * Square Head Dog Point Set 
Screws © Socket Pipe Plugs * Keys for “SAFETY PLUS” 
Socket Products * Hexagon Head Cap Screws, Stee! and 
Brass »« Square Head Cup Point Set Screws * Headless 
Set Screws * Fillister Head Cap Screws * Flat Head Cap 
Screws * Taper Pins * Milled Studs * Semi-Finished 
Hexagon Nuts, Steel and Brass * Semi-Finished Hexagon 
Castellated Nuts, 


r 


~ Beating | 


oe 


> Replacement 
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Chicago “Safety Plus” Hexagon Head | 
Cap Screws are precision manufactured i 
for perfect fit at every replacement appli- 
cation. Hex heads are clean and abso- 
lutely uniform . . . points are true and 
flat . . . bodies are accurately sized . . 
threads are pressure-formed to exacting 
tolerances. 


Contributing to the signal quality that 
makes Chicago “Safety Plus” products 
outstanding are a new plant with in- 
creased manufacturing facilities and im- 
proved production methods . . . plus the 
experience gained in over 76 years of 
continuous operation. 





BS oo ek 













With increased inventories of sturdily 
packaged, clearly labeled screws, you'll 
find greater profit in stocking and selling 
Chicago “Safety Plus” products. For 
service—for quality—for protection— 
sell the line for replacement that is used 
in original assembly in all fields of 
manufacture. 
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K RBES. ‘WELDED WIRE © FABRICS 


i bp the most extensive range of mesh sizes 
° 7 nd fabric heights produced by any man- 
‘ acturer. Now available in all multiples of 
fh" in both horizontal and vertical spac- 
jing, 12" to 96" in width, 11 gauge wires 
“ lighter. 
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you'll | BY LEADING WHOLESALERS «! 
selling FO A Sere a 
or oF had 
on— 
; used Write for Informative Literature and Prices 
of 


FORBES STEEL CORPORATION 


CANONSBURG, PENNSYLVANIA 








The Famous WYTEFACE Steel Tapes 


plus an eye-catching mee 


Counter Display Unit 


are creating hardware-profit NEWS! ts 






Drafting, 
Reproduction, 
Surveying Equipment 
and Materials, 
Slide Rules, 
Measuring Tapes. 









WYTEFACE* Steel Tapes are famous among hardware saves you inventory space ... makes your counter work 
dealers for their obvious superiority . . . for the way easier. For instance .. . 
exacting customers demand them. ' : 1. Your customers see the actual easy-to-read, black-on-white tapes. 
WYTEFACE Steel Tapes are easier to read in any light 2. The glass front protects the tapes from handling and loss. 
with their black markings on white background. The $, Sock ls bald ln tho coomy back compertment. 
white surface will not crack, chip or peel. 4. Sales features printed on the back help clerks. 
But K&E Does Even More Next time you order WY TEFACE Steel Tapes and Tape 
To Help Build Your Profits! Rules and Refills, ask your jobber for one of the two 
You can sell WYTEFACE with one of the most assortments which come packed in this handsome dis, 
merchandising-minded metal counter displays in the play. You’ll sell more much faster. 
business. It dramatica ily sells WY TEFACE Tapes cee *Trade Mark. Wyteface Steel Tapes are protected by U.S. Patent 2,089 ,209« 

KEUFFEL & ESSER CO. 

EST. 1867 


NEW YORK ¢ HOBOKEN,N.J. © CHICAGO © ST.LOUIS © DETROIT © SAN FRANCISCO © LOS ANGELES © MONTREAL 
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HELP YOURSELF TO MORE 
KAYTITE PROFITS WITH 
THESE SALES AIDS... 


Distribution of KAY-TITE literature to your customers and in your store builds greater 
profits. These new promotional pieces are available to you FREE OF CHARGE. 
Fill in the coupon below and mail it today. 

















IIE vig h otra ol 
ENVELOPE STUFFERS COLOR CHARTS =~ im 
4 To mail out with bills or Printed in eight colors which > on om 
statements. Size 31/4," x 5". are now available in Kay-Tite. = a 
Four pages. Light-weight stock. Folds to 3!/2 x 6!/,. Four pages. Sse ssaanan em 

Two colors. ee ae ee 























RAPINTE : 


PRIMER SHEETS 


4 This sheet gives all the vital facts 
about Kay-Tite Primer. Size 8!/, x 
11. Printed one side. 


DIRECTION SHEETS 


For the prospect who wants to > 
know how to apply Kay-Tite. 
Four page folder 6". 7!/,". 











a HYDROXIN SHEETS 


asersroure | ASBESTO-LITE SHEETS Explains in detail how Hydroxin> 
. = accelerates hardening and densi- 
fies concrete. Size 8!/." x 11". 
Printed one side. 

















ore 


= | @Gives details of applying Asbes- 
= | to-Lite to asbestos shingles. Size 
8!/," x 11". One color, one side. 


KAY-TITE 


CONTROLS WATER SEEPAGE 
IN POROUS MASONRY 




























CONSUMER INSTRUCTION 
SHEETS FOR MAILING 


Explains where to 
apply Kay - Tite 
and how easy it 
is to apply. Size 
8,” long x 11”, 
four pages, folds 
to 5A” x BY,". 
Space for imprint 
a stamp and ad- 
cares |==-| dressing when 
eon OE 
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NEWSPAPER MATS 
4 WINDOW STREAMERS 10" high One column wide by 


"* or 2 columns wid 
x 26" long. Blue on white. Gummed on ends. by S". ‘State which 


Heavy paper. size is wanted. 


28 
aE 


i 


TITTTTTTT 
TELE gf 
=F. 








ACT NOW!...MAIL IN!... 











ae KAY-TITE CO., West Orange, N. J. Date ..........0ceceeee. 
er work Full color cut out of heavy Gentlemen: Please forward to us at the earliest moment, advertising material 


cardboard. Easel back. 


Stands 44" high, 28" wide. as listed below: 
































, 
\ 
\ 
1 
1 
1 
1 
1 
1 
1 
1 
ite tapes. 1 QUANTITY ITEM | QUANTITY ITEM 
1 
ie We Envelope Stuffers ppavand ees Window Posters 
a Color Charts cnx sacinsesni Window Streamers 
1 a | ......... Newspaper Mats 
d Tape Direction Sheets | er _... Consumer Instruction 
he two Fata Primer Sheets | Sheets for Mailing 
se die : Asbesto-Lite Sheets | .......... KAY-TITE Specifications 
, KAY-TITE ’ Hydroxin Sheets for Contractors 
SPECIFICATIONS ! 
p07 FOR CONTRACTORS |! 
- i ; H 1 in . ° e ° 
ad aie, = Sill : Dealer's Name 
og ae 
printed one side. ‘ ; , Mailing Address 
INTREAL 
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MOUSE WARES & SUPPLIES 
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te you : 
cutting your own throat, ) 
Mr-Hardware Dealer 


Yes, You ate WHEN YOU "PUSH" TRADEMARKED PRODUCTS 
ALSO SOLD IN GROCERY OUTLETS because Grocery Stores are visited 20 times 
as often as Hardware outlets. They, therefore, have 20 chances to your one to get your 
customers “repeat orders” on the same trademarked products you sell. 





SO, DON'T COMMIT SUICIDE, Mr. Hardware Dealer . . . “push” and prominently 
display trademarked products with big repeat calls that are not sold in grocery 
stores. By doing so, you won’t have to compete with low-priced grocery mark-ups 
and their terrific consumer traffic. 

















*Sold only at FAIR-TRADED PRICES .... . ‘ed by THE BEACON CO., BOSTON 30, MASS. 
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4’ WIDE..4” BRISTLE LENGTH..1’’ THICK 


to retail for only $ 595 


Colonial 

offers the first 
of a series of 
extra values... 


usually retails for $10.95! 








wraps 





sige 


Colonial Style {100 







MEANS 
100% PURE BLACK CHINESE BRISTLES! 
AVAILABLE FOR IMMEDIATE SHIP- 
100% QUALITY AND PERFORMANCE! ! MENT . . FREIGHT PREPAID CHEAP- 
100% OUTSTANDING VALUE!!! EST WAY ON ORDERS OVER $100 
Cut or Tear Here JOBBERS SOLICITED 


Colonial Brush Manufacturing Co., Inc. 


Please Print 


Kindly send us a ______doz. #100 4” Brushes 

NAME_ a ts iniatacitdiedieibantn 

STREET __ —_— as ' 

—e : ee De DAR. 
We Are Jobbers [ | We Are Dealers [_ | 


(If you are a dealer, kindly enter the name of your jobber in margin below) 
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from any stan point 


Bethlehem 
FENCE 

















Bethlehem Steel Products for the Hardware Trade 
FARM FENCE +* FENCE POSTS «+ BARBED WIRE + BOLTS AND NUTS «+ NAILS AND STAPLES 
SILVER STAR BALE TIES + GALVANIZED ROOFING AND. SIDING 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


On the Pacific Coast Bethlehem products ate sold by Bethlehem Pacific Coast Steel Corporation 
Export Distributor: Bethlehem Steel Export Corporation 


HARDWARE AGE, JUNE 30, 1949 HARDW 








1949 








7 
W id 
B 


write for the new WHEATLAND 
STEEL PRODUCTS price list... 


precision couplings 


made by men whe know pine... 


(Vhéatland 


pT Eek PRODUCTS 





BANKERS SECURITIES BUILDING * JUNIPER AND WALNUT STREETS + PHILADELPHIA 7, PA 
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At the Atlantic City Show 


Silt 
Will Feature “All 3” 


ENAMELED WARE 
ALUMINUM WARE 
STAINLESS STEEL WARE 


There you'll meet new GLASWELD 


the new sensational uniform grayware that is 
priced right to sell in volume. See the attractive, 
complete open stock line. 


See the complete VOGUE WHITE line 


the year-after-year favorite, available in a choice 
of attractive trims. 


See the ROASTER display 


offering the most complete new line of roasters 
on the market . . . and introducing new items in 
the Bluestone roaster line. 


See the BABY DEAR line 


with volume-producing items such as bottle ster- 
ilizers, baby baths, training chambers, diaper 
pails, and cereal cookers. 


See the ALUMINUM display 


including many popular new items in gleaming 
mirror finish. 


See the STAINLESS STEEL ware 


with sensational promotional items at never 
equalled prices. 


All these lines and more will be waiting 
to give you a big Federal greeting 
at the Atlantic City Housewares Show. 


Federal Enameling & Stamping Co. 


World’s Largest Manufacturer of Enameled Kitchenware 
Pittsburgh, U. S. A. 


VISIT THE FEDERAL BOOTHS AT THE ATLANTIC CITY SHOW 


No. 515, 517, 519 
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tnllis NEW tibalac laleh 


SPECIFICALLY DESIGNED TO ELIMINATE VARIQUS 
“COMEBACKS” FROM MECHANICAL DEFICIENCIES 
WHICH HAVE “JINXED’’ THIS TYPE LATCH... 


Our reputation for an 

ding cra p and di in our 
hardwore has been envied for decades. This 
reputation is born of a skilled knowledge in pre- 
cision bly of better hined and created 
ports plus an incorporation of superior metals in 
oll our products. That is why we can now 
offer to you this 
finest of tub- 
ular latch sets 
-..our "824" 
line! 


a: 



















RUGGED 


tolamansh 








THE 


wu au 
824- 
LINE 


NEW ! 


because Skillman after 
two years of research has intro- 
duced a newly designed, highly 
improved, greatly desired assem- 
bly...to answer the crying need 
for an all-round, excellent, easily 
installed, and life-long, easy act- 
ing, long-throw latch. One thet 
will completely satisfy builder, 
homeowner and hardware decler. 


At a reasonable price, and 
promptly available, you can now 
obtain Skillman's rugged crafts- 
manship of long standing com- 
bined with a sound mechanicel 
principle which will absolutely 
insure you that the customer 
will be well pleased with this 
latching device. 





WRITE FOR CATALOG AND PRICES ON THE "824" 4 





Trade Mark Reg. U. S. Pat. Off, 


Wall Model Can Opener—with 
patented "DROP-A-WAY” feature 


The finest can opener for home use. 
Effortless and safe— it rolls the edge 
smooth as it holds and opens square, 
round or oval cans. New, improved 
design with heavier steel construction 
and new spring supported blade assure 
longer life. “‘DROP-A-WAY”’ feature 
allows opener to hang flush to wall 
when not in use and permits instant 
removal for cleaning. 


All metal parts bright nickel plated. 
Individually packed in attractive 
3-color carton complete with mounting 
bracket and screws. 


Retail price 89¢ 


b 


NOVELTY MANUFACTURING CO. 
CHICAGO 24, ILL. 


3211 CARROLL AVE. »* 


HARDWARE 


AGE, JUNE 30, 


HARDWARE MANUFACTURING COMPANY 


wie TRENTON 4° WU. USA 


World's Largest 
Manufacturer of 
Bottle 
and Can Openers 


Openers 
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ED We're “Cooking with Gas” 
/ when we say... 


ae : TH ESE NEW 
aI WASHINGTON™ RANGES 


illman after - 

h has intro ARE BETTER VALUES 
ined, highly - = 

sired assem- 
crying need 
Ment, easily 
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». One thet 
ify builder, 
yare dealer. 


The price tags on these modern, dependable 
gas ranges are attractive enough to break any 


> price, and 
ov can now 





— ’ “buyers’ strike’; and they enable Dealers to 

ing com- 

mechanicel fy Y toned * < a : : : . — oe 

sialility SS build volume sales in this expanding division 
a of the stove business. 


> customer (* Va \ 
1 with this = © S 

7 Our more than three quarters of a century of 
aoe stove building ‘‘know how’’ assure your cus- 
tomers of long, economical service from these 
sturdily constructed ranges. 








-OMPANY : —- 


A. G. A. approved. Available for use with 
natural, artificial, bottled and L. P. gas. Write 
for detailed folder. 








Established 1862 
The GRAY and DUDLEY Co. 


Nashville 3, Tennessee 





7] 


scout tastes ae 
MI) *worTHy OF THE NAME! 





A FEW OF MANY FEATURES: 


Heavy cast-iron main fronts; doors built over con- 
cealed cast-iron frames to prevent warping or twisting 
are counterbalanced by springs that do not burn out; 
non-breakable, steel door hinges; all parts are of 
finest quality. 

Round cast-iron burners finished in porcelain enamel WASHINGTON 
are unusually efficient; easily removed for cleaning. Se aune 
All oven and broiler linings finished in vitreous por- 
celain enamel. Roll-out broiler; cast aluminum grill; 
roomy storage compartment. 











WASHINGTON 
-Burner 
Gas Cooker 
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CHAMPION 
| HANDY VISE 












No. 655 


Packed 1 in a box. 6 ina 

case. Weight 18 pounds. 

Year after year this handy tool is demanded 
by Carpenters, home 
training students. 


craftsmen and manual 


Stock this vise. You will be pleased with the 
resale and profit possibilities it carries for you. 


The 
WiAWIM IAM AVITAL Tm 


GENEVA, OHIO 




























Make a PROFIT! Sell 


PROTECTALL SAFES 


It's true! No fire insurance pol- 
icy covers business records. Yet, 
without records, no business could 
be conducted for long. Precious 
papers —ledgers, tax records, 
deeds, stock records, mortgages— 
should be protected. 


@ Seven Sizes @ Three Color Finishes @ Spacious Interiors 
UNDERWRITERS’ “C” LABEL 


PROTECTALL SAFE CO. 
938 So. Salina St., Syracuse, N. Y. 


















—_, 


BUILT BETTER 
to LAST LONGER! 


Don’t sell quality short. That's what 
mokes satisfied customers. And that's 
what you'll find when you rely on the 
integrity of JACKMANCO methods. 
Built better . . . Last longer. . . 
More economy in the long run. 













Superior 
Products 
Since 
1876 


MORTAR 
PAN 


MORTAR 
MIXING BOX 


JACKSON MANUFACTURING CO. 








HARRISBURG e PENNSYLVANIA 





Wright Fur Farm 
Netting is always 
reliable . . . a prime 











necessity in fur 
farming. Carefully 
and evenly woven 
from quality wires 
heavily and brightly 
galvanized by the 
Wright process. 
Made in sizes to 
meet various 
requirements. 


CF WRIGHT st 


WORCESTER * MASS 
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For animal chains, or general home and 
farm use, Hodell “Bulldog” Coil! Chain 
is consistently a best-seller. Here’s why: 

It is strong—the center tie will not 
open; wire will part before the knot 
unties. Its tensile strength is equal to that 
of the wire from which it is made. 

It is flexible—distinctive “Bulldog” de- 
sign permits a maximum amount of free 
movement, link to link. 

It is light—has an amazingly low 
weight in proportion to its load-carry- 
ing ability and resistance to wear. 


“serves the best” 





It is neat—uniform and smooth in ap- 
pearance, each link identical in shape 
and size. 

Hodell “Bulldog” Halter and Do 
Chains come completely assembled, wit 
steel swivel strap, ring and toggle. Six 
or twelve units per box, ptm. val to 
size. Other “Bulldog” chains available 
in 15 sizes—in cartons, on reels or 
in kegs. 

For information on the complete line 
of Hodell Welded and Weldless Chains, 
write for Catalog EX-49. 


e Hodell is the name for dependable chain! « 


Jack, Sash, Safety, Ladder, 
Sprocket, Pump, Liberty Ma- 
chine, Proof Coil, Liberty Coil, 
Passing Link, Bulldog, Samson, 


Flat Link, Register. 
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It Pays to Display Hodell Dog Chain 
Assortments. Each assortment comes 
complete with 12 chains and attractive 
2-color metal display hanger. Avail- 
able through hardware distributors. 


HODELL CHAIN COMPANY 


Established 1886 « CLEVELAND 3, OHIO 


A division of — THE NATIONAL SCREW & MANUFACTURING COMPANY 
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No. 50 
Trolley Door Hanger 


Doors just roll along, free and easy with this hardware on 
the job. Trolley hangers have steel wheels operating on 
large roller bearings to ease the carrying load. No. 50 
Trolley Door Hanger illustrated at left has a heavy drop 
strap, embossed to provide added strength. No. 52 Trolley 
Door Hanger shown at right has the new and exclusive type 
of flexible joint to compensate for any extra pressure being 
exerted against the door. No. 51 Trolley Rail below pro- 
vides an even, perfect tread for the swift-gliding hanger 
wheels. Special brackets serve this rail to assure a rigid 
installation. 


Years of fine service-records establish National Hardware 
as the preference of your trade. 


No. 51 Trolley Rail 





No. 52 
Trolley Door Hanger 
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“They like it because it 


does not rust or run...” 
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SAYS MILTON J. GALE OF THE KEYPORT 
HARDWARE COMPANY IN TELLING WHY MORE 
AND MORE OF HIS CUSTOMERS ARE DEMANDING 
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HARDWARE CoO. 


26 WEST FRONT STREET 

KEYPORT, NEW JERSEY Read Mr. Gale's letter! It tells what you can 
KEYPORT 7-1525 ss é 

do with this wonder screening . . . and why! 


February 26, 1949 - , , : 
° , It's a typical example of what is happening 


in city after city when customers learn the 


Chicopee Manufacturing Co: ti 
Limite Division iii ameanes facts about LUMITE. 
47 Worth Street 


New York 13, New York And the facts are: LUMITE screening is 

Attention: Mr. George H. Day II guaranteed rustproof . . . won't corrode . 

Dear Sir: , won't stain the house ... never needs painting 

It is a pleasure to recommend Lumite Screening to other dealers to prevent rust... is easy to install . . . won't 
langer because it has proven highly successful with our customers. When bul ‘5 | lasti 

we first took in Lumite in 1946, we sold it principally for re- sag or buige . .. Is longer lasting. 

placing the wire of a single window or a screen door. Since then, 

Lumite Screening has been demanded by contractors and home owners To your customers this means saving time, 


for complete screening jobs. ‘ 
work, worry and money. To you if means sales, 


They like it because it is easy to install, does not rust or run, 
and does not require painting. sales, sales! 


Our sales show the increased consumer acceptance. Each year we 
sell twice as much Lumite as the preceeding year. That is why we 
have bought plenty Lumite this year to meet our Spring needs. 
Very truly yours, 
“ $ Me i 


Milton J, Gale 








Keyport Hardware Company 
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LUMITE’S going places... get going with LUMITE! Write for 
free le and additional information to LUMITE DIVISION, 





Chicopee Manufacturing Corporation of Georgia, 47 Worth 
Street, New York 13, N. Y. 





Distributed through hardware, building 
supply and woodwork wholesalers. <= 





LUMITE DIVISION, CHICOPEE MANUFACTURING CORP. OF GEORGIA 


47 WORTH STREET, NEW YORK 13, N. Y. 
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They read! 
























LUMITE’S national advertising 
pays off for you—BUT QUICK! 





Pain 
Back the greatest screening story ever told with a whopper- ti 
sized national advertising campaign . . . and you've got tools 
wed oe action! You've got LUMITE! For that’s what's happening with Stri 
WAM: this wonder screening right now. Millions and millions of : P 
home-owners everywhere are reading LUMITE’S hard- gan 
selling advertising that tells about the many advantages Mai 
00 WW) of is amazing rustproof screening. And there's plenty of is ac 
action for LUMITE dealers. More and more people are trying Mill ; 
and buying LUMITE—so line up with LUMITE and let he ti 
LUMITE’S month-after-month advertising to 16% million aay 
families pay off for you—but quick! Line 
Distributed through hardware, building Call 
supply cad woodwork wholesalers. write 
“Registered Trade-mark Balti 
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No. 4 in a Series 





What is the 
= Sreatest test 


of skill for a, 
bristle expert 7 





Formulating the bristle batch. Each 

kind and length of bristle has its own 

characteristic working qualities. Selec- 

ting and combining the various bristles 

require years of first-hand information 

and knowledge because the working 

qualities of the finished batch have to 
be pre-determined. 

Black and white bristle used for this photograph to emphasize Fortified by a thorough knowledge of 

the layers of bristle as they are laid out painters’ needs and brush requirements, 

Pittsburgh’s skilled bristle craftsmen 

have put into use over 2200 batch for- 

mulas! Every batch is designed for max- 

PITTSBU RGH’S Big Value Line imum efficiency and long life. Combined 

us with riveted stainless steel ferrules, per- 

Gives Dealers Faster Turnover! fect balance and tapered construction, 

you have America’s finest—Brushes by 


Painting . . . The stellar performance of Pittsburgh Pittsburgh! 













Brushes over anything else in the painting field makes ——* 
Pittsburgh the most popular, complete line of painting Staple-Set Brushes too! 

tools in the industry! The Pittsburgh line of Gold 

Stripe, Neoceta, Nylon and Bristle-Neoceta was de- Sweeps, DUSTERS 


signed for painters who want only the best. and SCRUBS 





Maintenance ... Yes, and the “Lightning Line” 
is a complete line, too! Sweeps, dusters and scrubs! 
Mill and counter brushes! And dozens more! Display 
the line that sells the fastest—Pittsburgh’s “Lightning 


be | 


Line”! 

Call the Pittsburgh branch located near you today! Or 
write Pittsburgh Plate Glass Company, Brush Division, 
Baltimore 29, Maryland. 





One Source—One Quality—One Name to Remember—PITTSBURGH 


Gola Stripe BRUSHES — 


BRUSHES - PAINT - GLASS - CHEMICALS - PLASTICS 


PITTSBURGH PLATE GLASS COMPANY 
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New Size Foley Food Mill 


For CANNING and FREEZING 


3%2 Quart Capacity 


Housewives needed a Foley Food 
Mill especially for canning and freez- 
ing. Here it is—a 314 quart size that 
fills the gap between the Household 
Size (2 quarts) and the Master Size 
(5 quarts). 

This convenient new size will 
speed up home canning and freezing 
greatly. Priced for quick sales and 
good profit. Nationally advertised. 
Immediate delivery in any quantity. 





$2.98 Retail 


Other FOLEY Products 
Food Mills . . . Sifters ... 
Chopper .. . Blending Fork 
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im STOR-A-BRUSH by METALOID 


THE FINEST 

LOW PRICED 
TOILET BRUSH 
CONTAINER 


STOR-A-BRUSH is the 


answer to the house- 














wives’ search for on in- 
conspicuous, saniiary 
storage place for the 
toilet bowl brush. Al- 
lows the brush to be 
stored convenientiy, yet 


unobtrusively. 


HELLER STORE FIXTURES ARE THE BEST 


@ For both long 
and short brushes 


@ Tinned drip pan 


COMPARE HELLER FEATURES BEFORE YOU BUY 


New Modern Styles—Better Built—Assembied & Finished— 
Larger Selections — Conventional Styles—New MULTI- 
LEVEL Styles. Lowest prices. 


You are invited to visit our factory and see these beautiful 
fixtures in a model store setting. It makes selection of 
fixtures interesting and easy. 


FREE STORE PLANNING SERVICE 
Write today for huge catalog No. 49. Send us a sketch of 
your store for free store plan. 


W. C. HELLER & CO. 
1049 BRYANT STREET MONTPELIER, OHIO 


DESIGNERS AND MANUFACTURERS OF HARDWARE 
STORE FIXTURES EXCLUSIVELY SINCE 1891 
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@ Improves sanitation 


@ Colorfully 
decorated 


@ New improved 
construction 


To Retail for *12%..,......, 


Write today for details 


THE METALOID CO. 


Creators of the Dual Dispenser 
5815 Kinsman Road, Cleveland 4, Ohio 


In Conada: 3 Wellington St. East + Toronto, Ontario 
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Lrery housewife needs 207% of these 
RaaliFy home necessities 







12 oz. Junior INSECT-O-BLITZ 


Be sure of QUALITY—check the formula! And here 
is real quality at a competitive price. Compare this 
formula with others and you will understand the 
growing demand for INSECT-O-BLITZ. 
FORMULA: 3% DDT, 0.2% Pyrethrins and 1.5% 
Piperony! Butoxide, one of the newest chemicals 
developed for insecticides...insures a high degree 
of kill. This container is attractively designed to get 
those “impulse-sales’’; is built to hold many times 
the pressure actually used. Valve is the tested and 
proved aluminum screw-type that is dependable, 
leak-proof and non-corrosive. Non-inflammable. 


JUNIOR AEROSOL 


INSECT-O-BLITZ 


FORBULATCO WITH ODT AND Preteen 
oreurors &: 


ous hs ose 







=) mone 
. 


MOM-INFLAMMABLE 
sommes 











Fair traded at $1.49 RETAIL $1.50 


ID 
TETCO FIRE EXTINGUISHER 











| 
~~ A real high pressure extinguisher in heavy 
RUSH steel container. Every housewife wants 
NER : this protection from fires in the home, 

ine ee HO, garage and car—means triple sales. Tetco 

house- , is 90% carbon tetrachloride combined with 
uccheg other chemicals and its Co2 gas charge 
aii sprays a full 17 feet. Hermetically sealed— 
sh. Al- always full and always ready for instant, 

to be certain use. Sold complete with 
secahial bracket for wall hanging. 

Fair traded at $2.48 RETAIL $2.50 

ne 
pan 


tation 


TETCO CO. 


Division of Industrial Management Corporation 
458 SOUTH SPRING STREET * LOS ANGELES 14, CALIFORNIA 


Industrial Management Corporation offers 
you FULL TRADE DISCOUNTS. Write TODAY 
for full information and prices. We will 
refer your inquiry to our nearest represen- 
tative. All shipments F.O.B. Valparaiso, Ind. 
or Los Angeles, California. 
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100% PURE 


att POLMERIK 


A HANDY ITEM IN EVERY HOME 






RECOMMEND 
POL-MER-IK BOILED 
Supertreated Pol-mer-ik Boiled 
Linseed Oil contains the correct 
proportions of quality driers to 
assure controlled uniform drying. 


ANOTHER NEW 
COUNTER DISPLAY 
TO HELP YOU SELL 


SEND FOR THIS a 
Pol-mer-ik’s tested sales building displays king linseed 
F 4 &é & A 4 d é S$ B Uv / d D & Ke ae ont of dagen graces ger mtg F peste taps = Seanggnen 


e making over 30% on sales on the convenient quart size—a better 
gross profit than on the usual paint or hardware item. 


| Pol-mer-ik 4 ——_ to — . better gf nod 

asting paint job. It deserves and gets a better price. Available 

ARCHER-DANIELS-MIDLAND CO. in both raw and boiled, packed in handy, attractive, easy-to-sell, 
684 Roanoke Building * Minneapolis, Minnesotc pint, quart, gallon and 5-gallon containers. 

Do as thousands of successful retailers are doing. Send for 

Please send me your new profit-producing this attractive, profit-producing sales builder. Put it next to 

sales builder for use by my cash register. your cash register. Enjoy real profits on your linseed sales. 


Nome eles f Lemeri iy 
~ | Polmeri 


meme 100% PURE LINSEED OIL 


es EXTRA QUALITY 
DESERVES A BETTER PRICE 





We purchase our oil from _ 
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FREE DISPLAY WITH INITIAL PURCHASE 


This attractive sturdy metal counter display is finished in red, white 
and black and easily set up. It holds 38 brushes in an assortment 
of widths. This PITEGOFF COUNTER DISPLAY IS FREE TO YOU 

WITH THE INITIAL PURCHASE OF THESE BRUSHES. ; 


DUKE VARNISH—Scant double thickness, 100°/, pure black bristle, nick- , 
eled ferrule, twotone red and black Onyx handle, vulcanized in rubber. 





No. 270 WALL—Standard 7/8" thickness, 100°/, pure black bristle, nick- 


eled ferrule, twotone red and black Peerless handle, vulcanized in rubber. 


JOBBERS and DEALERS 





Write for details. 


Increase your sales with these desirable 


ALL PURPOSE HOUSEHOLD BRUSHES. 







































PITEGOFF BROTHERS, INC. 


320 VAN BUREN STREET ° BROOKLYN 21, N. Y. 


‘MAKERS OF QUALITY BRUSHES FOR TWO GENERATIONS 


AGE, JUNE 30, 1949 25 











“Ya say ya need some 
super-selling P & C Display 
Boards? Ya say ya haven't 


much room for them in yer 


store? ...Tell ya what I’m 
goin’ to do! Friend, just 
because! like ya, I’m 


pae~ 
tippin’ ya off to 


p= eet 
es 8K ee 

a Ot 
Me py 


ya” 


new PC) 
Junior Display Boards / 


Yes Sir! These Junior Displays have all the selling 
sock of P & C’s regular sized units, and their smaller 
dimensions of 1 ft. x 2 ft. save you plenty of room. 
But you still get the many features that have made 
P & C Displays top tool salesmen in your store: 


a 

















¢ Plainly marked tool numbers, opening sizes, 
and prices to aid customer self-service; 





e Sturdy hardware for holding ample tool 
stocks, mounted, ready to start making sales; 


¢ Tools “shadow-marked” for easy servicing; 
¢ Easel supports for counter use; 


¢ Stocks included are all popular types—the 
heart of the entire tool line. 


Order today from your P & C Distributor 








A Junior Display of the fastest 
moving tools in any line—screw- 
drivers, punches, chisels—and just 
the right size for your counter. 









P & C HAND FORGED TOOL CO. 


Box G, Milwaukie P.O., Portland 2, Oregon 















HANDY 
Shoe Last and Foot Rest 


A new item 
for home use. 
Can be used 
for both repairing and shin. 
ing shoes on a bench, chair, 
box or lap. Will fit all sizes 
of shoes. Takes up very 
little space. Finished in 
high black enamel. Made 
in one piece of unbreak- 
able malleable iron and 
guaranteed. Retails at 
a reasonable price. Also 
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The Popular STAR Heel Plates 


Always in demand and profitable for you to handle. 
Made in sizes 000 to 6. 


Order your supply 
today. 


STAR 


HEEL PLATE CO. 
oe | CNEWARK, NJ. 

















“ROYAL joint FASTENERS 


— PRE-SOLD VIA NATIONAL ADVERTISING! 


WAYS TO PROFITS 


IN-DEMAND SIZES! 


SEE YOUR JOBBER—OR CONTACT -— 


INDEPENDENT METAL STRAP CO., INC. 
ESTABLISHED 1907 » 232 THIRD ST., BROOKLYN 15, N. Y. 


BRUSHES 


Touch-Up Bronzing 
Marking Varnishing 
Enameling Lacquering 













on cards 





M. GRUMBACHER 


464 WEST 24th STREET NEW YORK | NEW YORE 


Send for Descriptive Folder. 


Order from your Jobber 
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Here’s a modern, streamlined National Cash Register — 
plus a built-in adding mechanism which you can use at 
any time without disturbing the cash register records. All 
at a price within the reach of any retail business! 

Stops mistakes in addition. Speeds service. Shows sepa- 
rately the price of each item in a purchase, and the 
mechanically-added total of all items. Prints a record of 
every transaction — automatically distributed in separate 
columns for any 8 classifications desired, such as depart- 
ments, selling employees, services, commodities, etc. 


Notations may readily be written opposite any entry. 

By mechanizing your cash control and record keeping, 
the National “200” gives you a better, simpler, easier way 
of preparing accurate and complete business records. 
You get information that makes money for you, as well 


as protection that saves 
money for you. See the 
National “200” at your 
local National Cash Reg- 
ister office today! 


THE NATIONAL CASH BEGISTER COMPANY, DAYTON 9, OHIO 


HARDWARE AGE, JUNE 30, 1949 




















lm 


Tanks 





Because | Handle 
AMERICA’S 


Equipment ¢ Distributors of Pipe, 


Fittings, and Plumbing Supplies. DEMPSTER MILL MFG. CO. 





Judd nail boxes are designed: 
for practicality, good loo —— 
long, hard wear. Display : ~_ 
durable, decorative, blac al 
silver boxes—and watch them ! 


F700) “hi “ wide. Cast 
790] 15%” high, 5%" wi 

- all front and ee 
zinc back, brass paper oO , 


Equipped for padlock. 
"hi %," wide. Cast 
ee ee: pa box, 


. nt, tinne 
aluminum fro ’ ver. Brass paper 


sheet Zine ter ped for padlock. 


holders. Equipp 
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Selling More 
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DEEP WELL PMP_( 
















































































DEMPSTER dealers get the jump on competition, by offering 
their customers a complete line of water supply equipment. 

















DEMPSTER PRODUCTS Your water system profits are just beginning when ange make 


Shallow and Deep Well Recipro- 
cating Pumps Shallow and Deep 
Well Ejector Type Pumps « Steel 


the initial DEMPSTER sale. You'll continue to make money 
from the same satisfied customers for years — selling 
DEMPSTER’S entire line of accessory equipment and supplies. 

Find out TODAY how you can become the exclusive 
DEMPSTER dealer in your territory. 





e Windmills ¢ Irrigation 






BEATRICE, NEBRASKA 
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CLEMSON BAUS NC , 


Widadleiorn WN. 


4 Sold exclusively through wholesale distributors to retail channels by the 
» mokers of world-famous Star hack saw blades, frames, band saw blades. 
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AMERICAN gy SAW 
has the Guts tor All Around Cuts 


It cuts fast...it sells fast! This sensational new American 
8'2"’ Saw does a wonderful job—many say “it’s the fastest 
cutting, easiest handling, and packs more power than any 
saw | ever used!” Big power G.E. motor develops 2% H.P. 
. Zips right through wood, stone, tile, sheet metal, composi- 
tion. Calibrated for ripping ... holds accurate depth of cut 
and angle adjustment. It's balanced right... feels right... 
cuts right in any position. 
Your market area may still be open. Write or wire for details 
about the attractive dealer plan. 

















cash registers 
from coast to coast 









Handles scientifically 
shaped to fit the hand 


ol brush wires fused to 


handles—can’t come apart 


Molded-in 
slot for 
convenient 
hanging 


Brilliant mn 


Lustrex plastic 


“The most beautiful line of household 
brushes ever!” — that’s what they’re \ 
saying about this Kellogg line. The 
only completely matched line of 
household brushes sold through 
stores. 
30 proven fast- —— numbers . 

some at new low prices... ALL with 
a fat profit for you! 


Kellogg @ Brushes 


KELLOGG BRUSH MFG. COMPANY ° WESTFIELD, MASS. 


at the show 


BOOTHS 37: 





I 
i 


Kellogg Visual Merchan- 
diser — rent free. Dis 
plays all brushes on both 
sides, for floor, counter 
or island use. 


Onder Through Your Wholesaler 
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TESTIMONIAL 


Because we have proven that WAX-0-NAMEL* is far 





superior to any other type of sprayed Toilet Seat 












Finish ever used by anyone, we congratulate the 


makers of JOHNSON'S WAX on its development. 


This permanent "waxed" finish provides a lustrous 
satin sheen. And because it is a high quality 
enamel with wax evenly dispersed throughout the 
product it does not dull when washed or cleaned, 


but tends to brighten with age. 


The superb finish of Royal Seats is obtained 
through use of WAX-O-NAMEL exclus- 
ively. In addition to white finish, Royal 
Seats are now available in black and Stand- 


ardized Colors: Green, Peach, Blue, Ivory. 


*Wax-O-Namel is the product of the S. C. Johnson 


& Sons Company. 


ROYAL MANUFACTURING CoO. 


Newnan, Georgia 
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BUT 
Priced to SELL! ; 


NOT 





H-I is proud to present for your cus- 
tomers’ approval —- and for your 
profit — its new line of Fiberglas 
rods. Now for the first time you 
can offer at popular prices the supe- 
rior qualities of Fiberglas (for its 
weight the strongest and most resili- 

ent rod material known) in a line of 
attractively finished, finely balanced 

rods. Priced to seil! 


These rods, of strong, “‘live’’, weath- 
erproof Fiberglas are another fast- 
moving H-I line that’s bound to 
boost your tackle profits. Write us 
for details. 





The GLASSWAND The GLASBAY 
(#2204) (#2801) 
Bait Casting Rod Light Bay Rod or 
5'2” length. 3 stainless Freon ae 4 Trolling 


steel guides. Black fin- 
ished offset aluminum Length — 6’. Stainless 
grip, lug and screw reel steel guides, upper grip 
lock, cork grip. With on tip. %” reel seat, 
twill bag, suggested retail twill bag. Suggested re- 
—$16.50. tail—$20.00. 


<> 
HORROCKS-IBBOTSON CO. 


UTICA, N. Y. 








+: Trouble-Free 





PEERLESS MODEL H 
Shallow Well Pumping Unit 





275 to 430 Gallons Per Hour 


Simplified in design, precision built for lasting, low cost 
pumping performance. Hasonly 1 moving part. Utilizes 
efficient positive displacement pumping action of the 
famous Peerless Water King. Constant pressure up to 40 
Ibs. or more. Lifts up to 20 feet. Two tank sizes: 12 gals. 
and 30 gals. Quiet, space-saving; reliable ; easy to install, 
understand and operate. Write today for full informa- 
tion on the Peerless Model H pump and other pumps 
in the complete Peerless water systems line for ’49. 
The Peeriess Line for'49 

ts backed up by 


26,000,000 Advertising 
Reader Impressions 





PEERLESS PUMP DIVISION 


FOOD MACHINERY AND CHEMICAL CORPORATION 
LOS ANGELES 31, CALIFORNIA * INDIANAPOLIS, INDIANA 
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MANUFACTURERS OF THE LARGEST LINE 


District Offices: New York 5, 37 Wall Street; Chicago 40, 4554 No. Broadway 
OF FISHING TACKLE IN THE WORLD 


Omaha, Nebraska, 4330 Leavenworth Street ; Atlanta Office: Rutland Building 
Decatur, Georgia ; Dallas 1, Texas; Fresno, California; tos Angeles 31, California 
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the “BTB” market— 


is that untapped—and profitable market of 
prospects with youngsters Between the Tri- 
cycle and Bicycle stages. Parents reluctant 
to invest in a new tricycle for their growing 
youngsters—yet hesitant about buying a 
two-wheeler till Junior or Sis get a little 
older. The Byke-Guide Unit appeals to this 
“BTB” market—and helps to increase your 
sales of bicycles. 


Parents feel safer— 
Youngsters feel surer! 


The new MONARK Byke-Guide Unit re- 
moves whatever fears parents have in the 
purchase of a two-wheeler—permits young- 
sters to become thoroughly familiar with 
guiding, use of coaster brake, and othér bi- 
cycle features without having to control 
bicycle and learn to balance at same time. 
The Byke-Guide detaches quickly and easily 
—once beginners have learned to ride. 
Sturdy steel construction, cadmium plated, 
tich Red enameled 44-inch steel disk wheels 
with solid rubber tires. Shipping weight, 
one unit, 3 Ibs.; six units, 1814 lbs... . Get 
in touch with your distributor or write 
direct to the factory. 
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@ Quickly and Easily Attached 


@ Fits Any 16, 20 or 
24 Inch Bicycle 


@ Bicycle Pleasure with 
} Tricycle Safety 


@ Instant Hit with Youngsters 
and Parents Alike 








EASILY AND QUICKLY ATTACHED! 
DOES NOT HARM BICYCLE! 


Simply remove rear axle end nuts, slip Byke-Guide mounting 
clamps onto axle, and replace nuts. Adjust instantly to any 16, 
20 or 24 inch bicycle by sliding upright mounting shafts up or 
down in clamp mountings, then locks securely in place by 
tightening axle end nuts. Squared upright mounting shafts 
assure proper auxiliary wheel alignment. 


MONARK SILVER KING, INC. 


6501 W. Grand Ave. Dept. C-149 Chicago 35, Illinois 
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See the manufacturer’s exhibit of America’s 7 
favorite coal heater...the great 1949 profit ia CHICAGO ee 
° » “9 : 
line of WARM MORNING Coal Heaters cheats wee 
that outsell all others! Investigate these attrac- ct "FURNITURE = 
tive heaters with Patented Interior construc- es Rta 
: : : : ci mere 
tion — Semi-automatic magazine feed—Burn  ““*., MARKET a 
any kind of coal, coke, or briquets—Start a wae ae — 
a see 
fire but once a year—Heat all day and night Ara jul 5. 16 
: without refueling. Many other big selling fea- ae y 
tures. Six models to meet every heating need. * is at 
i Sh": M." 
ef t $I { 
R 
' | 
‘ ° 
' ‘| 
| | 
E. B 
wi 
We. C. 
R. 
MODEL 522 MODEL 422 
MODEL 616 MODEL 520-B NEW popular priced MODEL 818 NEW circulating cabinet heat- 
Small in size but A great heat maker. heater that cqmbines Beautiful in design er finished in two-tone brown 
big in heating ca- Holds 100 Ibs. coal. attractive appearance —a dependable porcelain enamel. Built - in 
\ pacity. 161% in. (Model 524-B, same with exceptional heat- heater. Fully porce- Automatic Heat Regulator : 
square. A_ space exterior design as ing capacity. Has ex- lain enameled with standard equipment. Booster 
saver. Holds 60 above, holds 200 Ibs. clusive patented _in- chrome trim. Holds Fan available for forced air f 
i Ibs. of coal. of coal.) terior. Heater drum of 100 Ibs. of cool. circulation, at small extra } 
i blued steel. 100 Ibs. cost. Modern to the minute. | 
coal capacity. 100 Ibs. coal capacity. | oe 
} i ? 
| Take Advantage of cusane 


Southern’s Specialized Service! Pa aa 


As America’s largest distributor of WARM MORNING Coal Heaters the large 





SOUTHERN organization with a network of offices and warehouses throughout Jc 
27 states from Canada to the Gulf assures you quick delivery and efficieut service. 
Every SOUTHERN representative is trained to provide you with sure-fire sales — 
help. ORDER WARM MORNING Coal Heaters from SOUTHERN. 
' 
J 
iP OUTHERN 
COAL 5 : 7. 
cae F : GI 
ATLANTA BIRMINGHAM CHARLOTTE CHICAGO KNOXVILLE | 
LOUISVILLE MEMPHIS NASHVILLE NEW ORLEANS ST. LOUIS Wesh 
Pag ti . In Canada — Boon-Strachan Coal Company, Ltd., Montreal ss (TJS-10) 903 N 
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This AMERICAN chain is known—and widely used—as SASH CHAIN. 
But in the many sizes now available, it has hundreds of uses 





around farms, homes, factories and public buildings. 


Your American Chain distributor offers Sash Chain made of Solid Bronze 
and of Carbon Steel in a selection of finishes. It can also be made 
of Stainless Steel, Monel Metal and Brass. Tensile strengths 
range from 350 lbs. to 900 lbs. High quality is assured by 
uniformity of material and precision in fabrication. 


Your American Chain distributor is a responsible source 
for weldless chain made of wire or stampings, electric welded 
or forge welded chain, a complete line of fittings, 
attachments and assemblies, cotter pins, 
hooks, repair links. 


R. E. GREENWOOD 


American Chain man 

since February, 1931. 

Now New York 
District Sales Manager. 









Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 


ACC oO York, Pa., Chicago, Denver, Detroit, Los Angeles, New York, Philadelphia, 
(Se 


ee. AMERICAN CHAIN DIVISION. 
re AMERICAN CHAIN & CABLE 
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In Business for Your Safety 
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Informal Editorial Comments 


By Charles J. Heale 





HR 5064 Would Tax All 
Of the Tax Dodgers 
And Raise $1 Billion. 


HERE’S more than $1 billion 

of brand-new tax money that 

will flow into the coffers of 
Uncle Sam’s Treasury just as soon 
as Congress passes HR 5064. 

All spring I’ve been looking for 
some one of our Congressmen to 
write a bill to tax the tax exempts. 
It was bound to come, what with 
decreased national income, back- 
breaking appropriations, the do- 
nothing policy on economy, and 
other red-ink factors. 

Seemed to me there had to be 
one realist in Congress, with a 
cold-blooded business eye on put- 


ting some money into the bank ac- 
count instead of taking it all out. 

Noah M. Mason, Representative 
of the 15th Illinois District, turned 
out to be the man. He is a Repub- 
lican, a seven-termer in the House, 
a member of the Ways and Means 
Committee, a white-haired gentle- 
man with a spunky voice, a desk- 
pounding fist and plenty of intesti- 
nal fortitude. 

From what he told his colleagues 
in the House, I gather that Con- 
gressman Mason’s pent-up dislike 
of tax-dodging as a way of making 
money reached the boiling-over 


stage when four new incidents of 
legal tax evasion—all entirely dif- 
ferent—came to his attention on 
the same day. He told about them 
on the floor of the House—and I 
think they'll upset you too: 

1. Churchill Downs, the famous 
horse-racing business at Louisville, 
Ky., has been reorganized as a tax- 
exempt foundation. It’s earnings, 
including the not inconsiderable 
“take” of the parimutuels at Derby 
time, will be divided among the 
University of Louisville and other 
non-tax-paying institutions. The 
Treasury stands to lose about a 
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half million dollars a year, prob- 
ably more. 

“This, is, to my knowledge,” says 
Mr. Mason, “the first time a college 
has gone into the horseracing busi- 
ness.” Though, as he went on to 
explain, educational institutions 
make plenty of tax-free profits out 
of manufacturing things like piston 
rings, macaroni, buttons, pottery, 
etc. 

2. With the consent and ap- 
proval of Congress, the Territory 
of Puerto Rico is offering 12 years 
of income tax freedom to any 
manufacturer of pottery, textiles. 
glassware, etc., who moves his 
plant from the states to the tax- 
dodging island paradise. Textron, 
whose tax-free charitable trusts 
were the subject of Senatorial in- 
vestigation last year, has already 
moved one plant there. Mr. Mason 
said that Goodall-Sanford, manu- 
facturers of Palm Beach cloth, 
were planning to move from tax- 
able Maine to tax-free Puerto Rico. 
Government loses again. 

3. Out in Iowa, 800 independent 
petroleum jobbers have just an- 
nounced that they are shifting their 
association to a cooperative—for 


HE typical American worker 

receives non-wage benefits from 
his employers totalling as much 
as $424 a year, according to a 
survey just completed by the 
Economic Research Department, 
Chamber of Commerce of the 
United States. 

Put in different terms, these non- 
wage benefits raise the typical 
hourly wage by 20.5 cents an 
hour. The average company pays 
benefits which increase its labor 
costs by 15.4 per cent over and 
above its wages paid for time 
worked. 


the express purpose, they explain, 
of avoiding income taxes in the 
same way their chief competitors 
get out of paying. Apparently 800 
income tax payments will go out 
the window. 

L. Wittenber g College, at 
Springfield, Ohio, has just bought 
the land and building of a super- 
market at Lima in one of the now 
popular sale and lease-back deals. 
The college paid $200,000; rent 
probably costs the market less than 
carrying charges; Wittenberg pays 
no income tax. Everybody wins 
except you and me and Uncle Sam. 
We pay a little bit more. 

So Congressman Mason wrote 
HR 5064. Officially titled “A bill 
to impose income taxes on the busi- 
ness income of certain exempt cor- 
porations,” the Gentleman from 
Illinois says it might just as well 
be called “A bill to raise $1 billion 
of new tax revenue for the U. S. 
Treasury without adding to the 
burden of any presently tax paying 
individual or corporation.” 

He adds up the billion from these 


sources: 


The Hidden 


Payroll 


These non-wage labor costs, 
which include such items as pen- 
sions and insurance premiums, 
bonuses, profit-sharing, paid va- 
cations anc holidays, discounts on 
goods bought, and nearly fifty 
other types of payment, are be- 
coming increasingly important. 
Evidence is available to indicate 
that in 1929, non-wage labor costs 
averaged only about | per cent of 
the wage bill. 

Because non-wage labor costs 
are generally unrecognized by 
government, labor, and by busi- 
ness itself, the Chamber’s report 


Co-ops and other 
mutuals 

Unions and the like 

Altruistic organzns. 

Gov’t-owned bus. 


$626,000,000 
14,000,000 
173,000,000 
267,000,000 


$1.080,000,000 

There are, Mr. Mason told the 
House, two chief reasons why his 
HR 5064 should be acted upon 
without further delay. : 

First, five-and-a-half years ago 
the 78th Congress promised that 
the business loopholes in the Inter- 
nal Revenue code would be plugged 
up and legitimate business pro- 
tected from unfair, tax-exempt 
competitors. 

Second, President Truman has 
been asking for $4 billion more 
revenue and if we don’t get it the 
Nation will go broke. Well, says 
Mr. Mason, the Hoover Commis- 
sion has shown us how to save $3 
billion, and I’ve shown you how to 
raise the fourth billion. 

Seems to me he’s got something 
there. Seems to me too that busi- 
nessmen ought to get behind him 
right now and demand that his col- 
leagues join with him in making 
HR 5064 into LAW. It’s about 


time! 


is called “The Hidden Payroll.” 
The report represents the first gen- 
eral survey of its type, covering a 
national cross-section of represen- 
tative firms. Reports were re- 
ceived from more than 300 co- 
operating companies, representing 
more than two million workers. 
The detailed report, “The Hidden 
Payroll” is available from the 
Chamber, Washington 6, D. C., at 
50 cents a copy. 
—from a bulletin of the 
Chamber of Commerce 
of the United States. 
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What makes it so easy to install 


Lockwood Bor-Loc* latches and locks ? 

























The Lockwood Boring Jig and Aligner. 
Plus the fact that Bor-Locs* need only 


quickly bored holes and a shallow recess. 


The Lockwood Boring Jig is an amazing time 
saver. It clamps onto the door in a jiffy and 
holds tight during boring. Exactly located 
holes, for perfect Bor-Loc fit, are a sure thing 
when the jig is used. 

With the Knob Aligner you can make cer- 
tain that roses are correctly located and that 
there will be no knob binding once the in- 
stallation is complete. 

You ought to have Lockwood Boring Jigs 
on hand to sell along with sets of Bor-Locs 
to builders and contract buyers. The jigs 
will save them money on installation .. . and 
bring you a neat profit to boot! ~Boxed com- 


plete with instructions. L-7 


HARDWARE MANUFACTURING COMPANY 
Division + Independent Lock Company - Fitchburg, Mass. 
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The store has a 109-ft. front, mostly visual front windows. 


} 


Niguel 


WAL C WALL’ 





The store sign is 4 ft. high and 80 ft. long. 


Opening Drew 75 Per Cent 


cA. of the ashes of 


a disastrous fire in 1948 has risen 
the remodeled Mahowald’s Ace 





Store in Grand Forks, N. D. After 
the fire, which just about ruined 
second floor operations, but which 


Hand tools are featured on the first floor of the big store. 
Concealed lighting makes it easy to see everything displayed. 


Ww 


permitted continuance of first floor 
and basement departments, A. J. 
(Fritz) Mahowald, owner, decided 
to remodel and thoroughly depart- 
mentalize the store building from 
top to bottom. Ace Merchandising 
Service, Geneva, Ill., provided the 
new and modern fixtures for the 
entire store and planned the loca- 
tion of its extensive hardware, 
furniture and .other line displays. 


Re-Opening in March 


The grand re-opening of the 
store was held on March 17-18-19. 
More than 15,000 persons in that 
city of 20,248 visited the estab- 
lishment looking, buying, and par- 
ticipating in the opening days’ 
programs. 

To get an overall picture of the 
size and stock of this large store, 
consider some of the following 
figures: 

The store has a 109-ft. front, in- 
cluding Thermopane glass. The 


HARDWARE AGE, JUNE 30, 1949 











Model 


co 


first 

sures 
ture 

base. 
plur 
by 1 
floor 
disp! 


‘ture 


M 
rem 
$50. 
abo 
yeal 
80. 
stoc 
stoc 
mer 
and 
to s 

7 
eno 
lar 
late 


HA 





long. Model bathroom setups with floor and wall coverings attract the attention of all local home owners. 


ad 


of the City’s Population 


When Mahowald's rebuilt its store, the opening 













ad first floor hardware section mea- attracted 15,000 visitors in a city of 20,000. 

Aas sures 75 by 100 ft. and the furni- Staff meetings and after hours selling help to 

24 ture department 34 by 50 ft. The keep heavy traffic flowing through the store 

art- basement store, mostly appliances. 

rom plumbing and farm goods, is 75 

ing by 100 ft. in size. On the second . 

the floor of the store is a 25 by 100-ft. a 

the display area for additional furni- This sportsman's 
“a cette at tee stniowe. 
id Cutlery and eas- 
as 80,000 Items in Stock ily pilfered arti- 


cles are the only 
items kept under 


Mr. Mahowald states that the 
glass. 


remodeling program cost about 





the $50,000, and that the store does 
19. about a $500,000 volume each 
iat year. There are approximately 
ab- 80,000 different sized items in 
ar- stock at the store. All displayed 
ys’ stock is warehoused by depart- 
ments, which makes replacement 
he and stock control easy and helps 
re, to speed up operations. 
ng The trading area of this firm is 
enormous when measured by simi- 
n- lar areas in more densely popu- 
ne lated sections of the country. 
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Signs call attention to the basement store. The bright appearance of 
the stair well attracts people to visit the downstairs departments. 


Mahowald’s draws trade from the 
area north to the Canadian border, 
which is about 85 miles distant. 
and from distances of 75 to 100 
miles in other directions. Grand 
Forks, largest city in this part of 
North Dakota, is a popular buying 
center. 

Mahowald’s maintains a_ hard- 
ware and furniture delivery ser- 
vice to most of its area, which is 
a considerable expense item. The 
routing of deliveries with full 





Housewares and 
electrical appli- 
ances are shown 
near the _ front 
and are on the 
first floor. More 
complete  appli- 
ance displays are 
in the basement 
section. 
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loads, however, makes this service 
as inexpensive as possible during 
most of the year. 

The large first floor hardware 
department has displays of a wide 
variety of goods ranging from ap- 
pliances. housewares. power tools, 
seeds and tools and other items to 
sporting goods and light fixtures. 
Ixcellent use is made of several 
low platform displays in the base- 
ment store for some goods such as 
hand and power lawn mowers. as 


me «<4 the 


well as for fertilizer and lawn 
rollers. 

Near the front door area during 
the spring season, the firm dis- 
played a huge power lawn mower 
with driver’s seat, a machine sell 
ing for almost $500. A sign in- 
forms the public of the price and 
also states that a complete line of 
hand and power mowers is avail- 
able for inspection in the base- 


ment. 


Display Aids Sales 


“We are making the best use of 
display that we know how.” says 
Mr. Mahowald, “and already we 
are noticing the effect in better 
sales. Due to the terrific winter 
with heavy snows, traftic was quite 
slow early in the year, but people 
are coming to our store from great 
distances now, and they love to 
browse about and look over all the 
stock. We feel certain that greater 
display of merchandise is going to 
help our sales over a 12-month 
basis.” 

A large line of power tools is 
carried on the first floor, together 
with accessories, this merchandise 
moving very briskly to carpenters. 
contractors and home owners. 
Grand Forks has a $20,000,000 
building program. both industrial 
and residential, scheduled for 
1949. which is stimulating the de- 


eens ces - 
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mand for power woodworking and 
other tools. Mr. Mahowald states 
that first floor display of such 
items,. near carpenter and other 
tools, attracts the men. 


On the front of the store is the 
name “Mahowald’s Ace Store” on 
a red background plate 80 ft. long 
and 4 ft. high. It can easily be 
seen for a considerable distance 
along the street and is excellent 
advertising for the store as well as 
is the wide, visual front with its 
excellent lighting. 


R.E.A. Program 


Other first floor departments 
which are highlighted by good dis- 
play and fine patronage are the 
sports section and electrical sup- 
plies. A $5,000.000 REA program 
is under way in this area of North 
Dakota which is providing the 
impetus for a sizable volume of 
electrical goods business, wiring 
supplies and fixtures. This REA 
program is also sparking better 
electric appliance sales as well. 

Hunting and fishing. as well as 
other outdoor sports, are engaged 
in extensively by local and non- 
residents. There is also a large 
tourist traffic to and from Canada 
and western United States. Much 
of this tourist traflic stops over- 
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night, or for several days, at Grand 
Forks, with resultant business for 
sporting goods ad other Maho- 
wald departments. 

The large basement store of the 
firm contains a wide assortment of 
farm merchandise. Grand Forks is 
in the heart of the famous Red 
River valley of Minnesota and the 
Dakotas, and there are numerous 
prosperous farms on its black, pro- 
ductive soil. 

One large wall of the basement 
is devoted to an extensive display 
and stock of harness goods, as 


Go 8 


Here is another 
section of the 
first floor appli- 
ance section. Note 
the mezzanine dis- 
play of furniture 
and lamps in the 
center. 


there are still many horses on 
many Dakota farms. The number 
of riding horses, riding clubs, etc., 
is on the increase. The store car- 
ries harness supplies for both types 
of trade. 

Close to the harness goods sec- 
tion is a large glass case contain- 
ing a large stock of clippers and 
shears for clipping horses, sheep 
and other animals. Many of these 
clippers are electrically operated. 
Mr. Mahowald states that sales of 
this merchandise are very brisk 
seasonally. and that farmers who 





~ 


Farm goods in the basement include several platform showings of bulky 
equipment, plant food, etc. Note the steel goods displayed on the wall. 
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This inviting display of utility and fancy housewares is on the first floor. 


own large acreages often buy two 
or more of them at a time. 

Mower and binder replacement 
parts are also stocked, as are farm 
hardware. farm dairy supplies and 
garden goods. While the farmwife 
is upstairs in this large store, in- 
specting and buying housewares 
and other merchandise, her hus- 
band can spend the time looking 
at other farm needs from the ex- 
tensive basement stock. 

Some electrical appliances are 


shown on the first floor, in order 
to capitalize on the heavy traffic 
there, but the basement store also 
contains an appliance section. Ad- 
jacent to the appliances is a 
large plumbing supplies display in 
which three different types of bath- 
room fixtures are shown, including 
floor and wall tiles. Although the 
store has no plumbing installation 
service of its own, it can get 
plumbers for customers whenever 
needed. 





Harness goods are in the basement. Dog goods are also featured there. 
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Extensive advertising is used by 
the firm, consisting principally of 
newspaper, radio and direct mail. 
The store has a daily radio pro- 
gram on a local station for five 
minutes each day from Monday 
through Friday. During the three 
days of the re-opening program, 
the broadcast was made from the 
store, with customers interviewed. 
the new store described, etc. The 
Mahowald radio program costs 
about $50 per week on a contract 
basis. 

There are 25 well trained em- 
ployees. Employee meetings are 
called periodically when factory 
representatives are on hand to de- 
tail merchandise and sales knowl- 
edge. Mr. Mahowald also calls 
weekly meetings to talk and dis- 
cuss store policies and methods of 
handling customers and making 
more sales. This training helps in 
building larger sales. 

There are seven department 
heads in the store, each of whom 
handles his own department, in- 
cluding the buying, under the 
supervision of Mr. Mahowald. The 
department heads are paid on a 
salary and commission basis. 

The firm is missing no bets on 
electrical appliance sales. A young 
man from the furniture depart- 


(Continued on page 86) 
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Li I 
ive Bait Feeds Tackle Volume 
The Mecklenberg Hardware Co. builds a $1,500 
tackle volume and 10 yearly turnovers from 
100 sq. ft. of space. Live bait box a feature. 
know practically all there is to Charlotte, reports completely on 
: I. a a on know about fishing and keep what happens when the plug is 
Se wate tie ra Hard- abreast of what fishermen are buy- used. Then when questions are 
5 a ‘Co., Charlotte. N. Cc. Bene ing. Indeed, they know enough asked by customers, the tackle 
4 halts « STE00 eennal veleee and about the sport to realize that a salesman can use the report in his 
$1.500 of it aw eons fom 6 fisherman can’t be told how to sales talk, accrediting the informa- 
tiie eoien: tn na: we fish. Instead they use the psychol- tion to the expert. This backs up 
jamin ogy of lending a sympathetic ear the product with a respected fisher- 
i ctimtininikhis ™ individual theories and pass man’s opinion, without putting the 
play which occupies 100 sq. ft. of information about what other ome out on a limb. . 
tthe tani 20 by 55-ft. total space fishermen are buying. I lugs. live baits, plastic worms, 
: é : : dried insects, and many other 
1 by is a provocative live bait box. The Tested Oe Aa 8 A ini. alt teleknit iad te Oe 
sip: box is store-emade and was in- esteg By An Exper rs : in a 
y of visual selling displays. Consistent 
nail. stalled ate because J. a par The company has a working advertising focuses attention on 
pro- the qeemag’ mages oo vs agreement with an experienced lo- the stock. Window displays are 
five og ste es he regen cal fisherman to try out new plugs. _— carefully arranged on the theory 
day een 8 “i ed en This fisherman, a member of many that a fisherman will buy any- 
iree department coll — . sporting clubs and well known in thing he sees that he hasn’t got. 
a The live bait box is fashioned 
alt out of glass panels, angle iron and 
The copper tubing. It is lighted so that 
orn at night it stands out as a beacon 
wee for street traffic. 
Part of the store’s fast stock 
turn can also be explained by its 
ond proximity to supply outlets for 
wad most of the lines of tackle and 
+t fishing supplies. Mr. Strawn tries 
le- merely to stay ahead of the market 
wI- —without getting himself caught 
Ils with a big inventory of dead items 
wil when the fishermen’s tastes and 
of whims change. 
1s A complete inventory, however. 
- is an absolute necessity in build- 
ing a good tackle volume. An- 
nt other must is displaying that in- 
mi ventory so that it can be examined 
1- and so better terapt the fisherman’s 
le fancy. And, since the store, at 214 
e No. College St., is so close to one 
a of its suppliers, Mr. Strawn can 
run out, if he must, and replenish 
n his stock while the customer waits. 
z The larger reason for the tackle 
volume, however, lies in the fact Manager J. Ray Strawn, left, and Charles Bragg inspect the live bait 
that all the salesmen in the store box which is a focal point in the company's visual selling plan. 
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They Saw, They Heard and 


When The O. S. Stapley Co. opened its remodeled store 
ads, 3,000 direct mail letters, 125 radio spots and a 


= the recent 


celebration of the opening of the 
remodeled store of The O. S. 
Stapley Co., in Phoenix, Ariz., an 
elderly gentleman walked up to 
D. L. Stapley. 

“Del,” the septuagenarian said 
to the vice president and general 
manager of the firm, “I od your 
beiier his first hardware order 54 
years ago, when he started his lit- 
tle hardware store in Mesa.” The 
75-year-old former hardware sales- 
man recalled the start of this firm 
in 1895 by O. S. Stapley who in- 


Ey 


The New 


Right—The slanting arrangement of 
the sporting goods section makes it 
easy to reach wall cases and pro- 
vides improved distribution of traf- 
fic. Easily pilfered or damaged 
items are kept under glass. Below— 
The long sweep of the hardware 
departments is enhanced by means 
of paint, new floor covering and 
modern wall fixtures. 


eer le j .. 


/ “Re 
a 


¥. 


vested $880 in the little Mesa store. 

Today, The O. S. Stapley Co., is 
still a family enterprise with seven 
retail stores in the heart of Ari- 
zona’s richest agricultural regions. 

This is the story of five sons and 
their children who are carrying on 
in the friendly “country store” tra- 


dition—but in modern quarters. 


eee alt 


It is a story about the remodeling 
of the Phoenix store, how the firm 
promoted it and let people know 
that shopping would be easier and 
pleasanter in the remodeled store. 

To acquaint Phoenix area resi- 
dents and old customers with the 
newly remodeled store, the firm 
used many promotional vehicles 
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10,000 Persons Attended 


in Phoenix, Ariz., it announced the event with newspaper 
number of eye-catching features that drew the crowds 


which brought approximately 10,- 
000 persons to the grand opening 
of whom 7,000 visited all of the 
store’s new departments. 

The remodeling job on The O. S. 
Stapley Co. Phoenix store was 
started in Feb., 1948, and the en- 
tire modernization program was 
completed, department by depart- 
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ment. by March 11, 1949. How- 
ever, the store remained open for 
business during the entire “face 
lifting” procedure. 

Three days before the dates set 
for the grand opening, the adver- 
tising department, directed by Wil- 
liam A. McKay, shifted its pub- 


licity program into high gear. On 


that day, small but  bold-face 
“teaser” ads appeared in the city’s 
three daily newspapers. “Get Set 
for Stapley’s Remodeled Phoenix 
Store Grand Opening” was the 
slogan. This Was followed by 
larger “teaser” advertisements on 
the following day, inviting the 
public to the grand opening. 

The big newspaper ad break an- 
nouncing the grand opening ap- 
peared on the third day. Double 
page advertisements of merchan- 
dise specials also featured an in- 
\itation to the residents of Phoenix 
hy D. L. Stapley, general manager, 


The Old 


Left—The old sporting goods sec- 
tion, although neat, was far less 
attractive than is the new home for 
the store's sporting goods. Below— 
Here is the hardware department 
as it appecred before the remodel- 
ing program was put into effect. 
It presents a decided contrast to 
the arrangement shown upon the 
opposite page. 











and J. C. Bomar, manager of the 
Phoenix store, whose pictures ap- 
peared as part of the ad copy. 
This ad also played up Stapley’s 
ample parking space available be- 
side the store. The day’s adver- 
tisements were accompanied by a 
story of this veteran firm. The 
newspapers naturally shared Ari- 
zona’s pride in this successful 54- 
year-old concern. 

Newspaper advertising was sup- 
plemented with 3,000 direct-mail 
letters to friends of the firm. In 
addition, Stapley’s distributed 
25,000 catchy, Western-style circu- 
lars telling about the opening. 





Throughout the promotion, more 
than 125 radio spot announce- 
ments were used on four Phoenix 
stations. Large signs were made 
and mounted on a turn-of-the-cen- 
tury stagecoach and a 1910 motor 
truck, both owned by the firm. 
These vehicles were driven around 
the city before and during the 
opening days, and created con- 
siderable attention and comment. 

An excellent method of directing 
traffic throughout the store’s five 
major departments was conceived 
by the firm. This also gave them 
a traffic count. As a person entered 
the newly remodeled store at either 


This old stage coach was one of 
the ancient vehicles that played a 
big part in the promotion of the 
grand opening. In front of it are 
D. L. Stapley, vice president and 
general manager of the firm, and 
Curtis Bomar, manager of the 
Phoenix branch store. 


oo 8 


of four entrances, he was given a 
registration card by a store sales 
clerk. The card listed the five de- 
partments: appliances, paints, 
hardware, sporting goods and farm 
equipment. 

At the end of the two-day cele- 
bration of the remodeling, 7,000 
persons had made the round of the 
five departments. As traffic direc- 
tors, the cards did the trick. Com- 
pany officials estimate that at least 
3,000 persons did not bother to 
return the cards. Thus the esti- 
mated total traffic for the event 
was about 10,000. 


Pleasanter and Easier 


From the customer’s standpoint, 
the major theme of the remodeled 
store was pleasanter and easier 
shopping through a transition to 
a semi-self-service method of dis- 
play. Thus, the arrangement which 
had grown up with the Phoenix 
store since it was added to the 





Attractive wood trimmings, asphalt tile floor, modern lighting, a good paint job and imagination 
converted a former truck and tractor shop into this appliance section and brought doubled sales. 
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ent Another view of part of the housewares and tool sections shows why sales were increased. 
Stapley enterprise in 1917, was paints, sporting goods, hardware, the stock quickly. It also helps 
- changed to modern departments. and farm equipment. sales clerks to see at a glance what 
ed Take the new appliance depart- What were the aims of the man- _ stocks need to be reordered. Even 
- ment, for instance. Before the agement so far as stock control is the color of the fixtures and dis- 
to change, the area was used as the concerned? Next to making the play racks was planned to facili- 
is- truck and tractor shop. Appliances Store pleasanter to shop in, the tate this stock control. A neutral 
sh were formerly displayed in the major aim of the change was to beige color scheme for the fixtures 
ix hardware section. The remodeling make it easier to stock and main- also emphasizes the stock dis- 
ne worked a miracle of change. An tain the store. played. 
asphalt tile floor, use of modern Fixtures were designed to fit Price tags at unit displays also 
wood trimming, plus harmonious unit stock control. Thus displays carry stock order numbers, elim- 
paint blending, converted this "0W hold 30 to 60 days’ stock. In inating the “hunt and poke” order 
room to one of the most beautiful _ practically all departments the use methods. 
appliance showrooms in the south- of a “back room” stockroom is D. L. Stapley indicates that the 
west. eliminated. management is well pleased with 
Doubled Sales This helps the customers find (Continued on page 88) 
The gathering of all appliances 
into one department, together with 
i the greater display space and at- 
} tractive arrangements, have about 
: doubled sales compared to the old 
" pre-face lifting days. 
| Here’s proof that “Stapley’s” 
: customers like the remodeling job! 
Similar departmentalizing, to 
make shopping easier and pleas- 
anter, was carried through in 
no 
These five Stapleys are carrying on 
in their father's tradition. Left to 
} right: W. C., Thyrie H., O. Glenn, 
General Manager D. L. and L. E. 
Stapley. 
HARDWARE AGE, JUNE 30, 1949 #9 











“He flatly contradicted his 
prospect. He riled her in- 
stead of gently bringing her 
over to his way of thinking.” 
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How to ‘Lay an Egg’ in 


By BRIANT SANDO 
President, 
The Sando Co. 
Orange, Cal. 


I. the poultry business, 
egg-laying is a valuable trait. But 
in hardware sales work it is any- 
thing but that. You can “lay an 
egg” by what you say or do—or 
what you don’t say or do—thus 
postponing or preventing the sale. 

In a certain hardware store re- 
cently | watched a salesman dem- 
onstrating an electric range to a 
housewife. He did a pretty fair job 


50 


‘ 


until along toward the close, when 
the woman said, “It’s nice all 
right, but we can’t afford it; elec- 
tric ranges are too expensive to 
operate.” 

The salesman quickly replied, 
“Oh no, they're not. That’s where 
you're wrong.” 


The Wrong Approach 


And that’s where he “laid an 
egg.” He flatly contradicted his 
prospect. He riled her up instead 
of gently bringing her over to his 
way of thinking by apparently 
agreeing with her first, and then 
gradually feeding out the correct 
facts and figures. 


Another salesman, at the same 
point in a demonstration, simply 
said, “That high cost certainly was 
true in the old days. I remember 
the first electric range we had at 
our house. We all liked it but 
nearly passed out every time the 
hill came from the utilities com- 
pany. 

“You see, it had the old style 
burners and they ate up a lot of 
electricity. Since then there have 
been several big improvements. 
This is the latest one, and it has 
everything.” 

See the difference in approach. 
See how the latter bridges the gap 
so adroitly that it is not only pain- 
less but avoids arguments. And 
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“Let your prospect tell you 
what's on his mind first and 
don't interrupt him. Get all 





Selling 


jal, y i r ™ 
G Nh, | 





of the facts first." 


Many salesmen have difficulty in closing sales due to lack 
of tact and judgment and the fact that they say the wrong 
thing at the wrong time. Read this article and get the idea 


along smoothly to a_ successful 


The start of the sale is a good 


e arguing with your prospects ot 
y customers is one of the best of all —_ and _ profitable conclusion. place for us to start. Some com- 
s known ways to lay an egg in sell- mon opening remarks—all choice 
r ing . . . whether it’s about prices, Many Other Ways “ege-layers —are these: 
t or quality, or performance—or “Is there anything we can do 
t even such silly sales subjects as Of course there are dozens. of for you, mister?” 
> politics and religion and personal other ways you can “lay a sales “Something for you _ today, 
opinions or beliefs. All the lat- | egg”—-ways that are just as easy lady?” 
ter are dynamite—to be carefully and just as fatal to sales success. “How about some of these 
avoided by smart salespeople. It is impossible to list these in the goods?” 
Most prospects are rugged indi- _ order of their importance (or lack “Lousy weather we're having 





vidualists; at least they like to 
think they know what they’re look- 
ing for and you are just there to 
help them along. So it seldom pays 
to talk or act in a manner directly 
contrary to their own views. Shape 
or mold the deal, but don’t antag- 
onize, if you want the sale to move 
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of importance) because that varies 
with the kind of goods being sold 
and with the type of person be- 
ing handled. However, it certainly 
pays off, at one time or another, 
to be on the lookout for all of the 
factors mentioned in the material 
that follows: 


these days, isn’t it?” 

“Yeah, it’s good stuff all right 
but prices are still too high these 
days.” 

“Don’t need anything else today, 
do you?” 

The reason all of the above are 
bad is because they plant negative 
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ideas—and good selling is posi- 
tive. 

Another fault is to do all of the 
talking yourself. Inquire first— 
then attack. Let your prospect tell 
you what’s on his mind first—and 
don’t interrupt. Get the facts, then 
identify the key issue and stick to 
it—don’t digress. 

Here is where it will help you 
to know all about the merchandise 
you are selling, so you can not 
only explain its good points but 
also fit it into the exact needs of 
each customer. 


Misinformation Is "Out" 


It's pretty hard to fool your 
trade with half-facts or misinfor- 
mation. Like the man in the store 
buying a thermometer: Somewhat 
confused by the variety of styles 
and prices, he finally picked one 
up and said to the salesman, “This 
is about what I wanted, but $2.50 
seems too much to pay for a ther- 
mometer.” 

The unskilled salesman proudly 
answered, “It’s worth the money. 
That’s one of the best brands we 
carry. You can see for yourself it’s 
made by Fahrenheit!” 

Now let’s turn the spotlight on 
the salesman himself. On you, that 


is. You are a part of every pack- 
age your prospect buys, so you 
must sell yourself as well as your 
goods. Every time a sale flops, ex- 
amine yourself on such points as 
these: 

1. Did I create a favorable im- 
pression? ‘Did my clothes or man- 
nerisms distract the customer from 
the value of my merchandise? 
Was I keen and alert, tactful, full 
of enthusiasm and animation? 

2. Was I friendly, sincere, help- 
ful? Or did I try to give the cus- 
tomer a fast brush-off so I could 
get on with something else? Did I 
register the fact that we want not 
only this immediate business but 
also more in the future? That we 
appreciate his trade? 

3. Were my words well chosen, 
clear and understandable—paint- 
ing an interesting and accurate 
picture of the benefits and advan- 
tages in my goods? Was my voice 
well controlled, by tones modu- 
lated and friendly, my attitude 
kindly and courteous? 

Sometimes simple failure to ask 
for the order is a form of sales 
“egg-laying.” 

Many salespeople seem loath to 
say or do any more than neces- 
sary. They need to be reminded of 





Canopy an Aid to Outdoor Sales 


a sae. 








Kronenberg's, Hamburg, N. Y., erected this permanent canopy at the rear 
of its store building for the outdoor display of seasonal merchandise. The 
canopy was completed just in time to feature a wide variety of summer 
items, such as lawn mowers, rollers, summer furniture and garden imple- 
ments. The outdoor canopy adjoins the store's parking lot and is strate- 
gically located to catch traffic using the rear entrance. Merchandise can be 
quickly moved under the canopy in the event of rain. This setup also 
eliminates congestion which might result in the main store building from 
heavy display of seasonal merchandise. Shoppers may save steps by driving 

their cars right up to the display to pick up purchases. 


the late Henry Ford’s experience 
in buying his first large insur- 
ance policy many years ago. The 
amount was so large the Detroit 
newspapers played it up and the 
story caught the eye of one of Mr. 
Ford’s old friends who was an in- 
surance agent. Completely sur- 
prised by the purchase, he dashed 
into the Ford plant and screamed, 
“You know I’m in the insurance 
business; why didn’t you buy that 
policy from me?” Ford’s answer 
was, “You never asked me!” 

A prospect walked into a sales- 
room and told the floorman he’d 
like to have a certain slicing ma- 
chine demonstrated. The salesman 
put a side of bacon in the machine 
and gave a bang-up demonstration 
accompanied by some good sales 
patter. The prospect watched with 
evident interest but volunteered no 
order when it was finished. 

The salesman took another piece 
of bacon and repeated the demon- 
stration. Still no order was forth- 
coming. Again the salesman went 
into his demonstration and now he 
was becoming desperate; his sup 
ply of bacon was running low. 
Finally he burst out: 

“Say, I’ve sliced all the bacon 
I’ve got. Why the heck don’t you 
buy this machine?” 

To which the prospect an- 
swered, “Why the heck didn’t you 
ask me to?” 

Another “egg” develops when 
you spend too much time knocking 
competition and not enough time 
telling your own sales story. Make 
your goods seem so attractive in 
quality and performance, and so 
fair in price, that neither you nor 
the prospect has time to think or 
talk about any of your local com- 
petitors. 


Make It Seem Easy 


When you reach the close of the 
sale, make it seem easy—the nat- 
ural thing to do. Take a leaf from 
the life insurance sales book; they 
learned that many a prospect was 
scared out of buying by the agent 
making a ceremony with his foun- 
tain pen and saying, “Please place 
your legal signature here.” Now 
they say, “Just O.K. this.” They 
get the same signature all right but 
it sounds simple. 
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The fishing tackle section is a busy spot. Mounted trophies add the proper atmosphere. 


Fifty Per Cent of Their Volume 
Is in Sporting Goods 


te Washington Hard- 


ware Co., 924 Pacific Ave. (Ta- 
coma, Wash.), has a through-the- 
block building with 100 ft. front 
on two of the city’s main business 
streets. Because of the difference 
in street levels, this allows two 
ground floor, street-to-street sell- 
ing floors. A third floor is used 
for heavy hardware and an inside 
wareroom. 

The sporting goods department 
occupies a space of 50 by 100 ft. 
with one full street front. Today 
this 5.000 sq. ft. of selling floor 
is accounting for 50 per cent of 
the store’s total volume. 
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But despite that fact, the Washington Hardware 
Co. only devotes 10 per cent of its display 
space to featuring this type of merchandise 


Within the sporting goods de- 
partment there are six selling 
sections or departments: 

1. Skiing section with one man 
in charge uses 10 per cent of the 
floor and display space. 

2. Hunting and fishing, includ- 
ing a gun and red repair shop. 
uses 10 per cent of the floor space 
and is accounting for one-quarter 
of the entire sporting goods vol- 
ume. Three men are in charge. 

3. Women’s sportswear. using 
25 per cent of the floor and dis- 


play space and accounts for 20 
per cent of the SG volume. There 
are two sales girls in charge and 
the department is limited to ac- 
tual sportswear. 

1. Men's sportswear has four 
men handling sales, but these same 
salesmen work in any division on 
call. This division requires 25 
per cent of the floor space and 
shows approximately 10 per cent 
of the total volume. 

5. Athletic equipment. because 


of its greater wall space require- 
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ment, requires 25 per cent of the 
floor and wall space and accounts 
for 30 per cent of the volume. 
Sales here are handled by sales- 
men for the men’s sportswear and 
one general floor salesman. Ath- 
letic equipment is showing more 
growth than any other of the six 
divisions. 

6. Golf has no special salesman. 
takes 5 per cent of the floor space 
and produces 5 per cent of the 
sales. 

Floyd Tucker is advertising 
manager and display director for 
Washington Hardware Co. The 











- 
For the huntsman there's nothing hidden—it's all in the open. 


advertising program and the dis- 
play program are closely tied to- 
gether. 

Newspaper display space copy 
is always seasonal. No goodwill 
builder copy is used. Every ad- 
vertisement lists seasonal leaders 
by price. The newspaper sports 
page is used for bowling, gym 
togs. specialty men’s wear, and 
hunting and fishing copy. Each 
Sunday the society section is used 


for a large spread on women’s 
fashion leaders. In size and 
makeup, fashion ads follow close- 
lv the ads used by local dress 


The golf division of the sporting goods department accounts for 5 
per cent of its total volume ana occupies 5 per cent of its space. 
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shops. All fashion ads are closely 
tied in with fashion women’s dis- 
play window sets. 

Radio advertising comes sec- 
ond on the department’s list. Six 
evenings a week the sporting 
goods department has a 30-minute 
program. 

This is a musical called “Moon- 
lite Serenade” with mostly re- 
cordings beamed to the younger 
set. Commercials, plugging lead- 
ers in different sections of the 
sporting goods department, are 
presented informally between rec- 
ord playings. 

Specialty advertising consists of 
promoting fishing derbies, and 
working a large mailing list with 
a monthly folder, “Outdoor 
Trails” and a fishing calendar. 


Window Display 

The Washington Hardware Co. 
sporting goods windows have won 
first prizes in a number of na- 
tional contests. Mr. Tucker be- 
lieves that the successful window 
display should, whenever possible, 
be tied in with some local event or 
a national “week.” 

The store makes a considerable 
effort to check sales which result 
from advertising and from win- 
dow displays. A check on sales 
results shows that sales on items 
displayed lead two to one over 
similar items in the department 
not given window space. 

A night sidewalk check is made 
regularly on window set stopper 
effect. The number of evening 
shoppers is tabulated. and the 
number who stop to look at a win- 
dow and the time they spend 
there. 

A recent window display used 
for National Fishermen’s Week 
led all other window sets on a 
three-night check. On the five or 
six leader items shown in this win- 
dow, the department marked up 
a two-for-one sales record over 
similar items not displayed. 
Items displayed, which led in 
sales. were a landing net which 
retailed at $4.50, a glass fly rod. a 
metal specialty casting rod. and a 
card of 12 dry flies retailing at 
$5.10. 

The center of this display set 
was a small plywood beat with an 

(Continued on page 87) 
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Demonstrations Clinch Sales 
Of Power Mowers 


4 THE man who con- 


templates buying a power lawn 
mower, it is mighty important to 
see the engine in operation, even 
if there is no grass handy to cut. 
To cater to this desire in the aver- 
age prospect, The Duluth Hard- 
ware, Inc., Duluth, Minn., will 
wheel a power lawn mower out- 
side on the sidewalk and start the 
motor for any interested prospect. 
And this sort of demonstration 


brings sales. 


Effect on Prospect 


In the first place, it shows the 
prospect how quickly the motoy 
starts, say Robert and Donald 
Neipp, sons of Edward J. Neipp, 
owner. 

Secondly, the sound of the motor 
operating gives the prospect the 
sense of power that the motor 
possesses. He can visualize him- 
self walking behind that motor 
on his own lawn. If the mower 
were not in operation, says Robert 
Neipp, the prospect could not so 
readily picture himself operating 
it on his grounds. 
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Duluth Hardware, Inc., demonstrates motors of 
power mowers on sidewalk in front of store 
and finds it to be a decided aid in selling 





The power mower display is at the front of the store and 
it is an easy matter to take a patron's selection outside. 


Then there is also the fact that 
when a power lawn mower motor 
is operating for a few minutes out- 
side the store, many passers-by 
will stop and look. A number of 
them may also be _ interested, 


Donald, left, and Robert 
Neipp demonstrate the 
motor of a power 
mower for a prospect 
on the sidewalk near 
the entrance of the 
Duluth store. 


sooner or later, in buying a power 
mower. This operating motor of- 
ten gives these prospects a buy- 
ing urge. 

“Last year one of our prospects 
said he’d like to hear that motor 
operate,” says Donald Neipp, “so 
we wheeled one outside and start- 
ed it. The prospect bought it. 
Since that time we’ve volunteered 
to take them outside and _ start 
them. All the customers like this 
offer. No prospect ever tells us not 
to. And it does sell power mow- 
ers.” 

Knowing that the power mower 
prospects today like to know the 
features about several makes, 
Duluth Hardware, Inc. handles 
several lines and keeps them on 
display up in front of the store. 
Each is ready for outside motor 
starting. Thus the prospect has a 


(Continued on page 73) 
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Zurite aluminum 
and Carrara glass 
front give the 
modern  appear- 
ance evident in 
this illustration of 
Coast's new 
branch establish- 
ment. 
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kk new branch of 


Coast Hardware, 422 Main St., 
Asbury Park, N. J., opened with 
a two-day gala celebration with 
gifts and refreshments for the pub- 
lic. 

A 36-page insert was placed in 
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the Asbury Park Evening Press 
newspaper to announce the store 
opening. It contained display ads, 
news stories on the new store, an- 
nouncements and comments on the 
employees. The opening was offi- 
cially conducted by Mayor George 
A. Smock and was broadcast over 
Station WCAP. Store guests were 


pening Announce 


interviewed, a snack bar was set 
up and refreshments were served 
all day. Mementos of the occasions 
were presented to everyone visit- 
ing the store. 

Owned and operated by Arthur 
Harmon, who first started business 
in Long Branch, N. J., in 1939, the 


new store has three floors, all of 
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By Radio and 36-Page A 


New branch of Coast Hardware uses different colors to identify 
various sections of its display rooms. Seaside community's new 
store designed for customer comfort and sale staff convenience 


which eventually will be used for 
display. At the present time, only 
the basement and first floor of the 
structure is being used for selling. 

The interior of the building has 
been finished with special wood 
with each individual section 
painted a different color to facili- 
tate easy direction for finding 
items. “As an example,” says 
Arthur Silverberg, store manager. 
“the garden equipment depart- 
ment has a yellow background, our 
galvanized display section has a 
green background, our tool de- 
partment has peach buff coloring 
and our pet supply section has a 
rose buff background.” These de- 
partments are on the main floor 


Contrasting squares of colorful 
figured patterns give an unusual 
and attractive appearance to the 
wallpaper department. The sample 
books are arranged upon the table. 
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but the color scheme has been 
placed in effect in the basement as 
well. The complete kitchen and 
laundry combination is situated 
within a wallpapered area while 
the appliance department, stretch- 
ing along one of the walls, has a 
blue background. Household clean- 
ing needs have a peach _back- 
ground and the venetian blind de- 
partment has an old rose setting. 

“The coloring system is very 


helpful.” Mr. Silverberg adds, “Be- 





cause customers can be directed to 
different store departments by re- 
ferring them to the yellow or green 
section which is easily discernible 
from any other departments on 
either the main floor or basement.” 

All display fixtures and layout 
were provided by the Pennsylvania 
& Atlantic Seaboard Hardware As- 
sociation. Displayed on the main 
floor are builders’ hardware, hand 
and power tools, plumbing sup- 
plies, bolts, and garden tools along 


Here's a section of the paint department with price marks in evidence 
and a recessed section featuring brushes and other paint accessories. 
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Steel goods and other garden tools are shown in a solid lineup. A 
wide range of merchandise is well displayed in this limited space. 
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Neatness, typical of the entire store, is a feature of the tool section. 
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one side of the store. On the other 
side are the paint and brush de- 
partment, glass section, pet sup- 
plies, key making equipment and 
galvanized merchandise display 
departments. 

The store’s main floor features 
six 4 by 4-ft. islands of natural 
wood construction, with blue tops 
lo tie in the store’s color scheme 
idea. These feature small power 
tools and motors, electrical sup- 
plies. lawn equipment tied in with 
seeds and fertilizers, a table of 
cleaning needs and another one for 
assorted plumbing fittings. 


Basement Displays 


The basement features a com- 
plete kitchen and laundry combin- 
ation. housewares, appliances, ra- 
dio and television sets, a venetian 
blind department and an oil cloth 
shop. The area beneath the stair- 
case leading to the basement has 
been enclosed and made into an 
office area. 

Around the walls of the first 
floor and basement are wooden 
canopies that extend over the dis- 
play walls. These have fluorescent 
tube lighting. This, in addition to 
the fluorescent lighting throughout 
the two display floor areas, gives 
the store a daylight effect. The 
ceilings of the floors are of a fire- 
proof construction material and all 
floors are asphalt tiled. A freight 
service elevator, serves the three 
floors. 


Special Store Features 


On each side of the store walls, 
above the regular wall displays of 
merchandise, are three large sha- 
dow boxes. They have pink back- 
grounds and each is illuminated 
with its own fluorescent units. 
These shadow boxes display dif- 
ferent departmental merchandise 
such as camping equipment, bicy- 
cles, tool kits, paint display, kit- 
chen chairs and pet supplies. The 
last shadow box display features a 
large papier mache dog sur- 
rounded by dog supplies and 
equipment. 

“Merchandise displayed along 
the walls of our store is arranged 
to be no higher than any employee 
can reach,” says Mr. Silverberg. 

A decidedly interesting display 
has been created in the rear of the 

(Continued on page 60) 
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The Situation Today 


Price recession, Government spending, larger inventories, 
labor lay-offs, increased steel production, lower automobile 
prices, home building, credit restrictions, public works and 
collections are some of the topics on which this well known 
industrialist focuses his economics glasses and comes up with 
some forthright views. Mr. Gallaher urges caution as to 
credits and careful attention to collections for billings repre- 
sent earned profits." 


By E. B. GALLAHER 
Clover Mfg. Co. 


Norwalk, Conn. 


mn deflation is be- 
coming more general and is accel- 
erating slowly but surely. 

Taking everything into consid- 
eration, we can look for increas- 
ingly lower prices to develop over 
the next few months at about the 
present rate of decline; then, dur- 
ing the latter part of the year and 
into 1950, the rate of decline may 
very well be stepped up. All this 
on the assumption that the Govern- 
ment will not mess things up 
again, which, by the way, it might 
very well decide to do. 

Many months ago I suggested 
that the best thing that could hap- 
pen for our economy would be an 
orderly price recession, but few 
seemed inclined to agree with me. 
Today almost all economists have 
flopped over to this point of view, 
even Chairman Nourse of the Pres- 
ident’s Economic Committee is 
now in agreement and is urging 
that the decline be allowed to run 
its course. 

The most talked-of subject today 
is government spending. At long 
last, Congress seems to be waking 
up a little to the fact that it is 
being asked to vote the country 
into bankruptcy. 

A single case at point is the 
huge appropriation voted for vet- 
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erans hospitals, which we need a- 
much as we need six fingers on 
our hands. There are more hos- 
pitals now in service than we can 
possibly use. 

The shocking revelations of the 
Hoover Commission have given 
the country something to think 
about—we sometimes wonder if 
there are any honest people any 
more! Of course, we know there 
are, but the place to look for them 
is certainly not in government 
jobs, national, state or local. 

We have many fine men in Con- 
gress, but we have far too many 
of the other kind. They should be 
eliminated. It’s up to you, the peo- 
ple, to do the job—it’s you who 
elected them; it must be you who 
throw them out when they become 
impostors. 


Proceed With Caution 

The advice to proceed with cau- 
tion still holds good. 

Buying should be limited to im- 
mediate needs, as every day we 
find new and lower prices are ap- 
pearing. 

New industrial plant and equip- 
ment expenditures have been hold- 
ing high so far this year, but this 
is due to the completion of old 
contracts rather than to the letting 
of new contracts. 





E. B. GALLAHER 


The present tendency in indus- 
try is to revise plans downward, 
which, under present conditions, 
is sound, especially as it is gener- 
ally conceded that a rather sharp 
decline of possibly 15 per cent is 
in prospect for the second half of 
1949. 

Inventories are turning out to 
be larger than had been generally 
expected; for some they will be 
troublesome. This condition will 
especially be found in the case of 
metals and metal products. 

Labor layoffs are continuing 
and part-time work is expanding 
rapidly. The Government does not 
report part-time layoffs. which are 
much greater than is generally 
realized. 

Steel is becoming more abun- 
dant: price concessions on many 
steel items are appearing. Scrap 
prices have had a severe break: 
black and gray markets have dis- 
appeared. It is now generally con- 
ceeded that steel production will 
have caught up with demand by 
midyear. when lower prices mav 
be expected all along the line. 

As I had forecast. automobile 
prices have broken—not too much 
to be sure: not enouch to attract 
widespread buying—but. as con- 
sumer resistance builds up while 
production increases. we may look 
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for prices that will be much more 
attractive to the average family, 
which still remains priced out of 
the market. 

Home building is dragging. 
Prices are much too high for the 
type and quality of houses being 
offered. About the poorest “invest- 
ment” one can make today is in a 
“New Deal home’”—the needed 
quality of labor and materials is 
simply not there—prices are com- 
pletely out of line: and, like most 
shoddy things, they are not worth 
having. And, yet, if one must have 
a roof over the heads of his fam- 
ily, he has nothing else to do but 
to allow himself to be “gypped.” 
Materials are declining but Labor 
is the bad actor in the building 
business—it is being paid three 
times what it earns in services 
rendered. 

The easing of credit restrictions 
under Regulation W has had little 
or ‘no effect in stimulating instal- 
ment buying. This can only mean 
one thing—people are waiting for 
better values and refuse to obli- 
gate themselves to pay today’s 
prices when they feel certain prices 
will be lower in the not distant 
future. It now seems likely that all 
restrictions will be removed to 
allow each merchant to make the 
best deal he can to move his in- 
ventory. 

Now it comes to light that the 
Government officially gave out fig- 
ures on personal incomes which 
were excessive. It belatedly reports 
that an “error” was made in cal- 
culating the income of farmers for 
early 1949. Maybe this was “acci- 
dentally on purpose” and was put 
out at a time they were trying to 
justify increased taxes. 

The CIO is urging the Admin- 
istration to start an enormous pub- 
lic works program in order to give 
business “a shot in the arm.” Such 
a plan would simply load the poor 
taxpayer with added debt: it 
would accomplish absolutely noth- 
ing. It has been tried over and 
over again, and in every case it 
has failed completely. There is just 
not money enough in the country 
to reverse a natural economic 
trend. 

Collections are becoming criti- 
cal. Even concerns having excel- 
lent ratings often fail to discount 
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their bills and in many cases fail 
to pay on the due date. As for 
those of less financial strength, it 
often takes several months to effect 
a settlement. 

Failures are on the increase as 
expected, but we may expect the 
rate to accelerate as prices con- 
tinue their decline. The greatest 
care should be exercised in grant- 


ing credits: settlements should be 
actively pressed on past due ac- 
counts. 

Remember your billings repre- 
sent “earned profits.” Don’t let 
these profits seep away through 
losses in bad accounts. 

We will need to keep every dol- 
lar we can earn, as profits for 1949 
will undoubtedly be lower. 


Store Opening Announced by Radio and 36-Page Ad 


(Continued from page 58) 


store for wallpaper. A checker- 
board pattern of wallpaper is 
shown against the back wall of the 
store that stretches from side to 
side. Every other square in the 
checker pattern displays a 15-in. 
square wallpaper pattern with 30 
samples being shown. 

“Customers looking toward our 
rear wall cannot miss seeing this 
display of wallpaper samples 
which is about 4 ft. wide and 
placed below the ceif.ag.” says Mr. 
Silverberg. “Directly beneath this 
display are our tables with wall- 
paper selection books and color 
scheme charts.” 

Wallpaper samples will be re- 
placed with newer styles as the 
store obtains them, by cutting a 
section of wallpaper the size of the 
square and pasting it in place. 

Customers entering the store 
walk either to the right or left 
of the staircase placed about 10 
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The dog supplies 
section is  pre- 
sided over by a 
large canine. A 
wide assortment 
of dog equipment 
is carried there. 
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ft. inside the doorway and see 
racks as well as a large sign list- 
ing all the items displayed in the 
basement facing the entranceway. 


Modern Store Front 

The new establishment features 
a double store front window dis- 
play and a single large window on 
the second floor. General mer- 
chandise and seasonal items will 
be displayed in the street windows 
and appliances will be featured in 
the second story window. The 
windows have a border of Zurite 
aluminum with the outside border 
of the store front in a Carrara 
glass. Windows are illuminated un- 
til 11 p.m. and shut off by a light 
switch. 

The main floor of the store is 
approximately 100 by 30 ft. wide 
and the building program cost ap- 
proximately $150,000. Twelve 
sales clerks are employed. 
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FOR WINDOWS & WALLS 


WET 
® TOUGH AND LONG-LASTING 


® SQUARE EDGES REACH ALL 
CORNERS 


® EASY TO STERILIZE—JUST 
BOIL IT 


@ WON'T SCRATCH, CONTAINS 
NO GRIT 


® HOLDS LOTS OF WATER, YET 
IT FLOATS 


FOR THE BATH 
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® IT’S SOFT AND PLIABLE WHEN 






Your customers are buying Du Pont 
Sponges as fast as we can produce 
them. New production facilities will 
soon make more available. So, keep 
ordering genuine ‘Du Pont.” We’re 
doing our best to keep you supplied. 





BETTER THINGS FOR BETTER LIVING 
... THROUGH CHEMISTRY 
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Industry's Opportunity 


And Responsibility 





GWILYM A. PRICE 


oo may be some 


disagreement among businessmen 
themselves on what their respon- 
sibilities are today. Believe me, 
there is none in the minds of the 
public-at-large. You are to pay 
higher wages and make better 
products at lower selling prices. 
You are to expand your produc- 
tive capacity, provide employment 
for all. pay taxes, make a profit, 
and deliver dividends. 


Expected to Continue 


American industry, as a matter 
of fact. has been doing all those 
things most of the time for the 
past hundred years. You are ex- 
pected to continue to do so—and 
better than ever. 

In our complex society, one 
might expect all groups to share 
the obligation of keeping our 
economy on a reasonably even 
keel. and to share responsibility 


* From an address before the Eco- 
nomic Clryb of New York. 
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Incentives motivate nations and industries just the same as 

individuals and are necessary for stable economy, says 

prominent industrialist. He declares that compulsions, pen- 

alties and punishments will never serve the same purposes as 
free enterprise and incentives. 


By GWILYM A. PRICE* 
President, 


Westinghouse Electric Corp., 
Pittsburgh, Po. 


should it weaken. But let us make 
no mistake. If our economy fails 
to produce steadily, businessmen 
will not only share in the painful 
results of that failure; they will, 
as in times past, be blamed for it. 

Like all other economies, ours 
will have its downs as well as its 
ups. But it has been said, in 
truth more than jest, that our 
downs are almost as good as the 
other fellow’s ups. I am con- 
vinced that we will handily sur- 
vive any downs we are likely to 
encounter. and I deprecate the 
careless talk that another depres- 
sion would spell doom for our 
system. That system is a great 
deal tougher and sounder than 
many believe. However, it is true 
that a severe dislocation such as 
we experienced in the thirties 
would cause many to lose their 
newly fortified faith in American 
capitalist democracy, and to ex- 
periment with radical changes in 
its institutions. Of further critical 
importance is the fact that the 
enemies of this country are count- 
ing on failure of the American 
system. Their policies and actions 
are based on the communist prem- 
ise that capitalism is inherently 
unstable and that recurring de- 


pressions will bring about its 
collapse. 

It is therefore the prime respon- 
sibility of American businessmen 
to study and understand the 
American capitalist system, to 
work to keep it in a healthy con- 
dition, and to fight the forces that 
would weaken or destroy it. 

How are we to do it? How are 
we to keep American business and 
industry—American capitalism— 
working and working well? 

To that, I know there are many 
answers. Let me dwell a moment 
on one which I believe is pre- 
eminent. 


Incentive 


One element above all others 
characterizes American capitalism 
and sets it apart from other sys- 
tems. It is both a cement which 
holds the system together and a 
nutriment which makes it grow. 
Reduce that element and you 
weaken the system. Remove it 
and you will have something left, 
but it will not be capitalism. and 
I doubt if it will be democracy. 
I give you the much-abused but 
still shining word incentive. 

To take advantage of our 
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of chain-making experience 














SLING CHAIN *Typical of Cleveland Chain craftsmen are Eli Round and 
(length as required) Leroy Dick. Their combined chain-making experience exceeds 
——____— 100 years. 


Mr. Round, Fire Weld superintendent and member of the 
family which founded our organization in 1869, recently cele- 
brated his 60th year in the chain industry. Mr. Dick is general 
superintendent of the Electric Weld Department. He has a 
chain background of over 40 years. 

Experience, knowledge . . . skill of workmen like Mr. Round 
and Mr. Dick is'reflected in every length of Cleveland Chain. 
To these men the production of fine chain is more thana 
business. It is a allies to be upheld ... a reputation to be 
carefully guarded . . . a recognized responsibility which guar- 
antees that your customersewill find security and satisfaction 
in every link of Cleveland Chain. 

*Members of the Cleveland plant supervisory group 
(foremen and superintendents) average 26 years of 
service. Six have exceeded 40 years. 


Pa P-5025 





[he Cleveland Chain & Vly. (lo. Cleveland 5, Ohio 


iy ° Associate Companies: David Round & Son, Cleve- 
Security in Every Link land 5, Ohio * The Bridgeport Chain & Mtg. Co., 
Bridgeport 1, Conn. ** Seattle Chain & Mig. Co., 
Seattle 8, Wash. -» Round California Chain Co., 
So. San Francisco and Los Angeles 54, California 
Woodhouse Chain Works, Trenton 7, N. J. 
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present-day opportunity and to 
meet our corresponding respon- 
sibility, it is essential that we 
understand, appreciate and main- 
tain the incentives of our system. 
In the words of Winston Churchill, 
greatest prophet of our age, “We 
must beware of trying to build a 
society . . . where enterprise gains 
no reward.” 


On International Scale 


I do not refer to incentive sim- 
ply as something worked out in 
a factory with a stop-watch. The 
study of incentives is much 
broader than work curves and 
bonus rewards. It has moved out 
of the industrial plant and is be- 
ing carried forward on an inter- 
national scale. We are seeing 
throughout the western world, al- 
most as if under laboratory con- 
ditions, large-scale experiments in 
the use and non-use of incentive 
measures. 


If I tried to, I could not over- 


state the potential importance of 
these experiments. They are en- 
abling this generation to base its 
conclusions on demonstrated 
events rather than on _ theory. 
Those conclusions may be a de- 
cisive factor in our history. 

What we have learned — or 
rather, relearned—is simply that 
people do not work because they 
want to, but for what they can get 
out of it. Nations do not flourish 
unless their people work hard: 
and their people do not work hard 
unless they have adequate incen- 
tives. 

Is this so obvious as to seem 
stupid? Is it like discovering 
that men must breathe and eat if 
they are to live? Well... a whole 
philosophy of government has 
sprung up in the world which de- 
nies this. The trade union move- 
ment in Europe operates on 
premises which deny it. The gov- 
ernments of Europe have either 
recently relearned it. or have not 
learned it at all. 
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GRAPHIC BY PICK-S, W. Via 


In western Germany we have 


seen incentive reduced to its most 
primitive meaning. For three 
years that land operated with a 
currency so debased that it had 
almost no worth. Despite laws, 
controls and penalties, the German 
worker refused to work for that 
currency. The German farmer 
had to be driven to plant and 
goaded to harvest, ard no persua- 
sion, threat or punishment could 
keep him from selling his product 
on the black market, where it 
brought him some of the things 
he wanted. 


Produced Results 


Last June a currency with some 
value was introduced’ into Ger- 
many. You know the first results 
of that operation. The experiences 
of one factory owner are typical. 
He had carried three times as 
many workers on his payroll as 
he needed, since each man spent 
most of his time scrounging food. 
This employer was embarrased on 
the first working day after cur- 
rency conversion. All his men 
showed up for work, and there 
wasnt room enough for all of 
them in the plant. Ruhr coal was 
recognized as the key to Europe’s 
recovery. The Ruhr miner was 
producing it only in dribbles. 
When an incentive plan was in- 
troduced, he began to get the coal 
out of the ground. He received 
such real wealth as extra food, two 
pairs of shoes and a suit of clothes 
a year, 15 cigarettes a day, and 
CARE packages for meeting group 
quotas. Coal production in the 
Ruhr in 1938 was 400,000 tons 
per day. It is now being mined 
at a rate well over 300,000 tons. 

As a descendant of Welshmen, 
it pains me when anyone other 
than Gwilym Price criticizes the 
British, and I do not criticize 
them easily. I think I realize the 
price Britain has paid in men and 
money in fighting two world wars 
and the importance of American 
cooperation with Great Britain in 
world policy. In Great Britain. 
nevertheless, we are seeing the 
logical result of a generation of 
economic error. We are seeing 
living proof that every restriction 
lessens incentive, and that with- 
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out incentive a nation moves to- 
ward the brink of ruin. 


Socialized or operating under 
the threat of socialization, British 
industry has no incentive to pro- 
duce, to modernize or to expand. 
The London Economist, a liberal 
paper, recently stated: “. . . the 
most fundamental problem of the 
long run that faces the British 
economy is the rate at which it 
will create capital.” And yet their 
government has imposed rigid re- 
strictions on new enterprises and 
a tax on investments so heavy that 
it is forcing partial liquidation. 


Insufficient Incentive 


Their situation today calls for 
prodigious amounts of work, but 
with little to buy, the Briton has 
no sufficient incentive to work. 
He wants food, clothing and per- 
haps, in the words of the college 
student to his father, “enough 
money to raise a little hell with.” 
Instead he is told to work for 
export and for mills and machin- 
ery which will not come into pro- 
duction for several years. The 
result is national apathy, and this 
apathy, of course, is fought with 
more controls——with compulsions, 
penalties and .punishments. The 
British cradle-to-grave, womb-to- 
tomb economy is dealing what 
seem to be the finishing blows to 
dynamic British capitalism. It is 
apparently doing the same thing 
to textbook socialism. 

Incentive, on the other hand, 
has proved itself in at least one 
European country. What has hap- 
pened in Belgium is one of the 
most instructive economic stories 
of our time. 

To recover from the war, the 
Belgium government used stand- 
ard methods of free enterprise 
and incentive which are—or at 
least used to be—familiar to every 
American. It encouraged invest- 
ment and production by allowing 
a reasonable profit. Instead of 
piling up unworkable laws to re- 
strain the black market, and using 
valuable manpower to enforce 
them, it ignored the black market 
except for the basic food ration. 
With its first post-war credits, it 
bought consumer goods instead 
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of capital goods in order to give 
its people something to work for, 
something to buy with their wages. 

Any capitalist here could have 
predicted the results; but appar- 
ently they have come as a tremen- 
dour surprise and discovery to 
much of the world. Belgium’s 13 
leading industries operated in 
1947 at an average volume 7 per 
cent above 1938. Under private 
management, the people are in- 
vesting millions in personal sav- 
ings to modernize their steel mills. 
The country is exporting three 
times as much as before the war 
—exports which come _ properly 
from an excess of production and 
not out of miserably inadequate 
rations of her people. Her trade 
is almost in balance despite heavy 
imports of machinery and equip- 
ment. 

Living conditions in Belgium 
are almost as good as our own. 
The store shelves are full. There 
is virtually no black market. The 
currency is the third hardest in 
Europe. The communist vote is 
small. 

Our own country, of course, 
has no special dispensation from 


rules which are universally applic 
able. We have cut our incentives 
dangerously thin by inflation and 
an unwise tax system. The con 
tinued success and stability of our 
system demands those incentives 
It is both the oppurtunity and the 
responsibility of business states- 
manship today to restore incen- 
tives where they have been taken 
away, to maintain them where 
they now operate, and to expand 
them wherever practicable. Incen- 
tive must operate for all of the 
four overlapping groups of the 
American people. 


The Customer 


One group is the customer. To 
him, American capitalism has 
given the incentives of new and 
better products, new and _ better 
services. It has done this over 
the years at progressively lower 
prices; and, under proper condi- 
tions, will continue to do so in 
the future. As nowhere else, our 
consumer has been educated to 
expect and get what he wants, 
when and where he wants it. The 
customer in our system is boss. 
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We're getting married and | want her 
to see what a kitchen looks like" 
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These window displays of the Emporium Hardware, Emporium, Pa., illustrates how contrasting old 
with new methods can heighten customer interest and result in sales. The old way is depicted by a gay 
“90s washday scene, complete with pump, coal bucket and stove, wash boiler, tubs, hand wringer, old 
fashioned flat iron, and light from a flickering lamp. In sharp contrast is the 1949 style—modern auto- 
matic electric washer, drier, and ironer. The displays stopped passers-by at the windows and then drew 


them into the store. 





We take that for granted; and 
yet it is one of the keystones of 
our economy. 

A second group is the employee. 
Through American capitalism he 
has earned unparalleled benefits. 
His standard of living has dou- 
bled every 40 years over the past 
100. His real wages are eleven 
times higher than they were 100 
years ago, in the year when Karl 
Marx declared that by the very 
law of things the worker must 
become poorer and 
Though he comprises less than 6 
per cent of the world’s labor force, 
the American industrial worker 
is turning out more than one- 
third of the world’s product and 
helps to make up one-third of its 
total market. 


poorer. 


Worker Needs Security 


It is our responsibility to main- 
tain and improve worker incen- 
tive. The worker needs first, the 
security of a steady economy un- 
der which he receives steady work 
and wages. He should have also 
the other incentives of the system 

reward for extra accomplish- 
ment; recognition and promotion; 
information on the meaning of 
his job and its interdependent re- 
lationship to every other part of 
the enterprise. 

To these incentives can be add- 
ed a share in ownership and prof- 
its. Westinghouse has just carried 
out a program in this direction. 
This fall, we offered our em- 
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ployees a preferential option on 
Westinghouse common _ stock. 
More than 17,000 of our people, 
or about 16 per cent, signed up 
to buy nearly 300,000 shares. This 
gives them a vested interest in the 
success of their company at the 
same time that it gives Westing- 
house sound working capital. 

If | seem to put major stress 
on the material rewards of our 
system, please believe that it is 
not because I fail to see the im- 
portance of incentives to man’s 
mind and spirit as well as to his 
pocketbook. Material and spiritual 
incentives cannot, in the long day- 
to-day routine of working and 
living, be entirely separated—nor 
should they be. Like you, I have 
seen how human nature responds 
to spiritual incentives. Like you. 
too, | realize that all the other 
freedoms must be based on eco- 
nomic freedom. 

The third group for whom in- 
centives must be provided are the 
managers. To quote the board 
chairman of the General Motors 
Corporation, “It may well be said 
that the important difference, be- 
tween one business and another 
operating in the same _ general 
field. is the people who manage 
the business.” 

You know that business today 
is suffering from a shortage of 
good management men. Like any 
other worker, the manager—and 
that includes all supervisory per- 
sonnel—needs the incentives of 
recognition, promotion, and pay 


in proportion to his performance. 
Of perhaps paramount importance 

to the employing corporation 
and its stockholders as much as 
to managers themselves—is_ ex- 
panded opportunity for manage 
ment personnel to obtain a share 
in ownership. Management's ac- 
quisition of a substantial stake in 
the enterprise for which it is re- 
sponsible can be so productive of 
good to the national economy that 
the federal government would be 
acting in the public interest if it 
were to tax gains made through 
preferential stock purchases on a 
capital basis rather than as in- 
come, Continuance of the existing 
provision, on top of high income 
tax rates. is bound to perpetuate 
the undesirable condition in which 
management lacks the vital incen 
tive and the accompanying sens 
of responsibility which are inher- 


ent in ownership. 


Reasonable Limitation 


Further. in order to give the 
manager adequate incentive, we 
should place a fixed reasonable 
limitation on the share of a man’s 
earnings which the government 
may take in income taxes. This 
limitation should be fixed at 50 
per cent, since any man deserves 
at least half of the results of his 
efforts. Taxation beyond that point 
seriously weakens individual in- 
itiative, and in the long run will 
produce less tax revenue rather 


(Continued on page 76) 





Here is the store's staff. 
Mr. Jordan, in white shirt, 
is in the center. 





The Old Is Also New 


More than a century old, the Jordan Hardware Co. 
conducted a step-by-step modernization program 
that has combined modern service with tradition 


a oldest’ hardware 


store in Illinois, the Jordan Hard- 
ware Co., of Ottawa, is also one of 
the newest as the result of a step 
by-step modernization program 
undertaken during the past few 
vears by John M. Jordan, presi- 
dent, and assisted by his sons. 
Robert and John. Jr. 

The program. involving numer- 
ous changes throughout the three 
story building, as well as installa- 
tion of a merchandise basement 


area, will be completed for the 


firm’s 110th anniversary in 1950. 
“Ring Out the Old—Ring in the 


New” is the slogan at this hard- 


68 


ware store which retains the out- 
standing reputation and tradition 
of the past and combines them 
with modern merchandising and 
service to customers. 

The two upper floors at Jordan’s 
are used for storage purposes, but 
there are window display areas 
for each floor which are used to 
good effect. This store is on 
Ottawa’s historic square, which 
has the highest volume of vehicu 
lar and pedestrian traffic in that 
city of 16,005. Window displays 


on several floors here help Jordan’s 
attract considerable attention. 

The front of the store has been 
refurbished, and many new side 
wall and center aisle fixtures hav: 
heen installed during the past few 
vears. The basement area will have 
excellent display space for appli 
ances, toys and other merchandise, 
with a sign on a center aisle stair- 
way informing the public of thos 
departments. 

So much stock is carried that 
additional basement storage space 
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the name with the longest sales reach 
to pull in profits for you. 


Now—let the famous Firestone name sell more garden 
hose for you! Firestone Velon is the name customers know 
in plastics—and look to for quality. Combine its far- 
reaching power with the long-wearing features of plastic 
Velon garden hose and you'll pull in new sales and profits. 

What a space and time saving line to handle! Velon hose 
comes in 25 and 50 foot lengths, each packed as a self- 
displaying, self-servicing unit on an eye-catching fiber 
board disc. Easy to stock and display. Handy for custom- 
ers to carry. Suggested retail price $5.85—25 ft. length 
and $9.85—50 ft. length. Ask your hardware supplier for 
Velon garden hose or write Firestone, Pottstown, Pa. for 
full information and a list of resources. 













These utility features will step up sales! 


One third lighter than ordi- 
nary hose! The 25 ft. length 


Pleasing color—Hunter 
green —blends attractively 
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weighs only 3 lbs. 11 oz. 
Easy for a woman or even 
a child to handle. No stiff- 
ness—responds to finger- 
touch control. 


Longer wear in every inch! 
Made of tough viny] plastic. 
Thorns, roots or sharp ob- 
structicns won’t pierce it. 
Resists heat, cold, rot, mil- 
dew... requires no protec- 
tive care. 

Cleaner to use! Dirt, oil and 


grease won’t cling to its 
smooth, non-porous surface. 


with lawn and garden, yet it 
is easy to spot on the grass. 


Full-flow capacity! Glossy- 
smooth inside surface plus 
specially designed couplings 
assure a steady, uninter- 
rupted flow of water when- 
ever needed 


Solid brass couplings are en- 
gineered for leak-free ser- 
vice and maximum water 
control. Each coupling will 
withstand a minimum pul! 
of 275 pounds. 
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The No. 133H ‘od 
“Yankee-Handyman" 
with quick-return spring 
equipped with |<” bit 
for driving screws. 













<q The No. 233H 
“Yankee-Handyman"” 
. . . the complete tool. 
With quick-return spring. 
Transparent magazine 
handle. Supplied with 
‘2” and 4" bits. Three 
drill points: ° 
and °%" for boring 
holes in wood. 
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“Y ANKEE-HANDYMAN” 
SPIRAL RATCHET 


SCREW DRIVERS 


One whirl of the fast 
spiral with the quick- 
return spring and your 
customers get the idea 
...and you get the sale. 
One tool that drills, 
countersinks, and drives 
amd draws screws. 
That’s a spot-seller in 
any store, any day. 

Extra sales for you in 
the No. 330H Accessory 
Pak, as a companion to 
the No. 133H Screw 
Driver. Pak contains 
extra 35” bit for 
smaller screws, 
3 drill points 
for boring holes 
in wood, and 
a countersink. 





NEW USES FOR 
VANKEE 
HanovMan 


SCREW DRIVERS 


No. 330H Accessory 
Pak with °” bit, 3 
drill points and 
countersink, 








“*YANKEE'’ TOOLS TANLEY THE TOOL BOX 
s OF THE WORLD 


NOW PART OF ae vate On 


NORTH BROS. MFG. CO. 
Philadelphia 33, Pa. 











has been rented from an adjoining 
retail store. The Jordan family 
takes pride in supplying customers 
from a wide area with a variety of 
stock, and large storage space is 
needed for such service. 

A new department at the store is 
the mill supply and power tool sec- 
tions. Power tools are now carried 
in a special display for both indus- 
try and the home workshop owner. 

Up front in the store there is a 
large stock of hand tools which 
proves popular with the city and 
rural trade, as well as with car- 
penters and contractors. Window 
displays often feature both hand 
and power tools with good re- 
sponse. 

An interesting display at one of 
the new center aisle tables is an 
upright arrangement which _per- 
mits both fishing rods and golf 
clubs to be shown singly. Mr. 
Jordan works on the idea that the 
fisherman is often a golfer and 
vice versa. 

Another new center aisle case 
back farther in the store has an 
excellent showing of cutlery. This 
line is shown in considerable va- 
riety. The Jordan Hardware Co. 
does a sizable business in cutlery 
and the store has found that since 
cutlery has been out on center 
aisle display sales on the line have 
almost doubled. 

The Jordan Hardware Co. has 
two store entrances. From the 
store’s founding, back in 1840. 
until about 1880 the main en- 


trance faced the Illinois river area. 








The two upper floors are used for 
storage but the firm makes good 
display use of the upper windows. 


which is south, and which was 
then the main street area of the 
city. When Ottawa Square was 
mapped out to the north in the 
90's, the firm purchased land 
which enabled it to extend its store 
with a front facing this new 
square. Today, store traffic comes 
in by both convenient areas. 
Long a leader in the sales of 
sports equipment in the area, the 
Jordan Hardware Co. has a sec- 
tion which alwavs shows a variety 


(Continued on page 101) 





The new power tool department appeals to both workers and hobbyists. 
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Good Business 
with Goulds 





d for 
good 
lows. 
You can have an exceptionally fine business as a Goulds dealer. Verne Shafer, 
of New Berlin, N. Y., shown above, is plenty enthusiastic about his Goulds 
dealership. Like Goulds dealers everywhere, he’s found that it’s “good busi- 
ness” to push the Goulds line. He gets his full share of Water Systems sales 
Was —and profits from big follow-up sales of related items. 
the 
the s 8 @ 
land 
tore 


Your business 7s good when you feature the 


new 
rat complete Goulds line. It’s bound to be—you G0 ULDS 








GOULDS have the Water System that’s right for every BALANCED-FLOW JET 
prospect’s needs—and each is the finest of 
of FAROUS its type. Jets, reciprocating pumps, cellar For shallow wells. Tankless, 
the JET-O-MATIC drainers ... wide ranges of capacities and with self-adjusting 
‘ial Same unit for pressures ... no matter what the source of capacity. 
ety deep or shallow water supply, you have the right pump for 
well use. Cuts the job. 
— prone Write for the name of your Goulds distrib- 
utor. He'll show you the Goulds line—and 


profits ! 


Goulds sound dealer-merchandising program 
that shows you how to get the lion’s share of 
profits from Water Systems and related items 


in your area. 


GOULDS PUMPS INC. 
Seneca Falls, New York 





WATER SYSTEMS 


Tess 


FOR EVERY FARM AND HOME NEED 
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Bottled Gas Business Builds 
Sales in Other Lines 


Ws 500 bottled 


gas accounts Leach & Thompson 
Co., Inc., Spencer, Iowa, has ac- 
cess into some of the best farm 
areas of Iowa regularly, a fact 
which has a powerful bearing on 
water system and appliance sales. 
not to mention the profit from the 
regular sales of bottled gas. Last 
year this hardware firm bought 
$7,000 worth of water pressure 
systems which is a good indication 
of the volume of business which is 
done on this one item alone. 

R. D. Hughes, A. J. Duncan and 
Ann Petersen, partners, report 
that it is not unusual for farmers 
to spend from $200 to $1,000 or 
more for appliances, plumbing 
items. water systems and the like. 
Some pay cash outright for such 
large purchases. Some pay down 
$300 to $500 and pay the rest 
within 15 or 30 days. 

The bottled gas volume. requir- 
ing the services of two men. covers 


This map hangs on the 
wall of the office. A 
colored pin shows the 
location of each cus- 
tomer of bottled gas. 
At the right is the 
typed list of these 
patrons and a keyed 
letter beside every 
reme indicated where 
the customer may be 
found on the map. 


Leach & Thompson Co.., Inc., services 500 accounts 
throughout its area. Wel! informed service men 
build good will aid develop additional business 


a wide area in northwestern Iowa. 
In the store’s office, is a large map 
of that area of Iowa, with colored 
pins placed at points where the 
store has bottled gas customers. 
Not only that but the names of the 
customers are on typed sheets and 
posted alongside the map, with 
keyed letters showing map loca- 
tion. This arrangement makes it 
easy for any member of the store 
staff to find the location of spe- 
cific customer. 


Store's Ambassadors 

The two bottled gas service men 
who handle the 500 accounts are 
really the store’s ambassadors, 
says Mr. Hughes. They contact 
the farmers regularly and can do 
much to build good will which can 
lead to increased sales. These ser- 


vice men are asked many questions 
about merchandise and service by 
their customers and their answers 
and willingness to give information 
do much to satisfy the customers. 

In addition, these men can and 
do get the names of many people 
who are interested in buying ap- 
pliances and other items. These 
tips are followed up by the store 
management as soon as possible. 
and a good percentage of sales 
are registered. No cold canvassing 
of the area is done as yet by the 
firm, but within the next year. 
some such arrangement may be 
made, says Mr. Hughes. 

Newspaper advertising, plus 
some direct mail, also helps Leach 
& Thompson to broadcast its “ap- 
pliance sales story” to a wide 
audience. 
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Demonstrations Clinch 
Sales of 
Power Mowers 
(Continued from page 55) 


choice of several mowers, in case 
he is not interested in one special 
make. 

The Neipp trio doesn’t forget 
power mower tie-in sales either. 
The man who buys a mower often 
needs lawn seed, turf builder, 
hedge clippers and other items. 
At the Duluth Hardware, Inc. 
these items are placed on display 
very close to the mowers, so that 
they suggest sales by themselves 
in many instances. But every pur- 
chaser of a hand or power mower 
is asked if he needs lawn seed and 
turf builder. 

The lawn seed display at this 
store starts at the floor level and 
pyramids upward. It is usually 
just inside the entrance, so that 
every person who enters the store 
in spring sees it and is reminded 
of lawn needs. The Neipps sav 
that they do an excellent lawn seed 
business through displays and re- 
lated selling. 

Power mowers, lawn seed and 
other garden necessities are also 
shown in window displays during 
the spring season. In addition. 
newspaper ads of the Duluth Hard- 
ware, Inc. carry illustrations and 
copy on these same articles, and 
this advertising has an important 
hearing on sales. 





“To Make a Friend— 
Be One" 
SPECIAL goodwill and recep- 


tion committee, maintained 
by the Amarillo, Tex., Chamber 
of Commerce, has a chairman and 
45 hard-working members. The 
committee has an _ outstanding 
record for the past year. The 
motto is “The best way to make 
a friend is to be one.” In the last 
year the committee sponsored six 
special trains that have visited 68 
towns in the trade territory and 
have traveled over 2500 miles. 
Over 250 business and _profes- 
sional men have made trips on 





made with EXTRA precision 


by the Kaufman Process 


Fast turnover is important to your profit pic- 
ture, but fast assembly is what interests your 
manufacturer and repair shop customers. It’s 
a by-product of the precision accuracy of 
Cleveland Socket Head Screw forming and 
threading. Equally important is extra strength 
—the result of Kaufman Process manufacture. 
By this efficient cold-forging process, steel 
qualities are actually improved. And with mod- 
ern heat treatment added, Cleveland Screws 
are extra tough—stand the strain of heavy 
tightening. It pays you to stock and sell 
Cleveland Socket Head Cap Screws. 

THE CLEVELAND CAP SCREW COMPANY 


2917 EAST 79TH STREET CLEVELAND 4, OHIO 
Warehouses: Chicago, Philadelphia and New York 





ORIGINATORS OF THE 





KAUFMAN Nos aS PROCESS 


Specialists for more thon 30 years in 


CAP SCREWS, SET SCREWS, MILLED STUDS 


Ask your jobber for Cleveland Fasteners 


these trains. This reception com- 
mittee provides police escorts and 
obtains downtown space for dele- 
gations who come to Amarillo to 
advertise their shows and festivals. 
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Schlafer's Makes a 


Appleton hardware store claims to be the most beautiful in 





The far wall of the new appliance department is finished in deep rose, the jog on the clock display 
in chartreuse, and the right wall in a deep, bright blue which is an effective setting for the gleaming 
white appliances. The flooring is a type of terrazza and the open side of the mezzanine has a ham- 
mered iron railing. Recessed fluorescent fixtures provide illumination and strip lighting is along 
the wall and above the appliances. Wrapping cou iter is in corsage green and shadow box in magentc. 


HEN  Schlafer’s, 
Inc., embarked on a remodeling 
program on its large store in Ap- 
pleton, Wis., in order to install a 
large mezzanine appliance depart- 
ment, it continued with the face- 
lifting operation by renovating the 
housewares department which oc- 
cupies about half the store, the 
paint department, and also did a 


is! 


This shadow box is over a landing on 

the rear stairway. It is 7 ft. by 8 ft. 

in size. The face is magenta and the 

background is chartreuse. It is side- 

lighted by fluorescent tubing and has 

glass shelving. It is spotlighted at 
all times. 
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Splash — With Color 


Wisconsin since the completion of its interior renovation 





This remodelled and redecorated houseware department must be seen to be appreciated because of the 
way in which many pastel shades were combined. Each display fixture was painted a different color— 
pink, blue, chartreuse, yellow, etc. The woodwork is painted a deep cascade blue. The wall sections 
are equipped with glass shelves and the backgrounds are painted with the same pastel colors that 
are used upon the display tables. The entire effect is unusual and is effective and impressive. 


redecoration job in the toy and ae - 
sporting goods departments. The < cuits amare UF eeeern? 
result is that Schlafer’s now claims ; are 2B ae ee 
in its advertising to be “Wiscon- 
sin’s Most Beautiful Hardware 
Store.” 

The most striking thing about 
the entire store improvement pro- 
gram is the lavish use that was 
made of color. The store literally 


egal 
a 


has a rainbow. which runs the 


Bright shades of green, blue, yellow, 

rose and chartreuse on a background 

of magenta were used in a rainbow of 

color which stretches along one wall 

cf the store. The tables and woodwork 

of this remodeled section were finished 
in deep blue. 
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full length of the west wall of the 
store. 

“I guess people thought we were 
crazy, but it really caused a lot of 
comment—which is what we want- 
ed, and got,” says S. Ik. Maples, 
advertising manager, who person- 
ally directed the renovations pro- 
ject. 

“We used strong colors through- 
out the store, and the comments 
have been really gratifying,” says 
Mr. Maples. “However, my dad, 
the paint department manager, is 


having quite a time because cus- 
tomers are telling him, ‘I want that 
color—the one that’s on that wall.’ 
Since every color was especially 
mixed, that presents quite a prob- 
lem. 

“I might add that I took quite 
a beating when I mixed up the 
various hues, but I guess everyone 
is becoming accustomed to them 
now. ... They are decidedly dif- 
ferent.” 

The colors were not selected 
hastily but represent a lot of plan- 


ning. Mr. Maples spent an entire 
day with John Haines, an outstand- 
ing colorist of the Patterson-Sar- 
gent Co., who has been the con- 
sultant on many decorating jobs 
in retail stores, restaurants and 
schools. 

The new mezzanine which was 
built for the appliance department 
is 66 ft. long and 20 ft. wide and 
has a ceiling height of 7 ft., which 
allows slightly more headroom in 
the housewares department be- 
neath it. 


Industry's Opportunity and Responsibility 


than more. I agree with Mr. Stas- 
sen, who said last spring, “A gov- 
ernment which takes more than 
50 per cent of a man’s income in 
time of peace is killing the future 
of its average citizen and weak- 
ening the long-range strength of 
its economic system.” 


The Stockholder 


The fourth group for whom in- 
centives must be provided is the 
stockholder. This country has 
grown on the basis of private 
money pouring into private indus- 
try. That situation no longer ex- 
ists. Capital expansion since the 
war-—the greatest expansion in 
our peacetime history—has been 
financed almost entirely out of 
industry’s own funds and by bor- 
rowing. Both of these reservoirs 
are running low, and we must 
look to venture capital to prime 
the pump. But when, in the flour- 
ishing year 1947, investment in 
common stocks supplied only 2 
per cent of capital expenditures. 
we realize that a major roadblock 
stands between the need for equi- 
ty capital and the willingness of 
our citizens to provide it. Venture 
capital will not go to work for to- 
day’s starvation wages—by which 
I mean the meager net cash re- 
turn to the owner of common 
stock after corporate and individ- 
ual taxes are paid. 

A 50 per cent limitation on per- 
sonal income tax will in some 
measure relieve the dearth of ven- 
ture capital. But the fairest meth- 
od of raising the stockholder’s 
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wages is to eliminate the double 
taxation of dividends by remov- 
ing the tax on the stockholder. 
This would provide incentive for 
common stock ownership, and re- 
sult in increased investment, re- 
duced debt and fixed charges, en- 
larged and modernized production 
facilities, and ultimately in lower 
costs and prices. The benefits to 
the stockholder would be shared 
by those millions whose living 
standards would be raised, and 
for whom jobs would be created 
and _ preserved. 

I respect the opinions of other 
schools of thought on this matter 
of double taxation. Some take the 
position that the second tax on 
dividends would be of no practi- 
cal consequence if a 50 per cent 
limitation on income tax were pul 
into effect. I cannot agree. The 
main issue is how to raise badly 
needed venture capital, how to in- 
duce individual Americans to add 
to their present stake or to make 
their first investment in their coun- 
try’s future. While much invest- 
ment capital comes from the 
wealthy, a great deal comes also 
from those smaller incomes. With 
adequate incentive. many in these 
lower income brackets might be- 
come investors, or larger investors 
than they now are. 


The Proper inducement 


Now the proper inducement to 
such people is not to limit income 
taxes to 50 per cent. None of 
them now pays so high a tax. The 
way to make investors of them is 


to remove the second tax on divi- 
dends. These are the people who 
are most severely affected by dou- 
ble taxation, even where it is im- 
posed at a 20 or 25 per cent rate. 
In advancing these two tax pro- 
posals, I recognize the realities of 
the federal budget. As long as we 
are threatened with Soviet aggres- 
sion, and must finance our own 
rearmament and underwrite the 
economy of western Europe, the 
federal budget will not fall below 
its present level. Naturally 1 be- 
lieve in a balanced budget and in 
consistent reduction of the na- 
tional debt. And I believe equally 
that if tax rates must be high, it 
is better that they be high when 
national income is at its peak. 


Diminishing Returns 


We should remember. neverthe- 
less, that there is an obvious but 
loo-often forgotten law at work 
on our economy—the law of di- 
minishing returns. There is a 
strong likelihood that these two 
improvements in our tax structure 
would result in greater govern- 
ment revenues, because of the new 
enterprises created and the taxes 
which they would pay. 

In my opinion. then, this is the 
primary responsibility of business 

to keep our system healthy by 
maintaining its incentives for cus- 
tomer,, employee, manager and 
stockholder. May I. in addition. 
very briefly mention three other 
duties which I believe are a re- 
lated part of that picture? 

First. we must recognize that 
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All-Steel 
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FLOOR JACKS 





If you want to earn DOUBLE 
greater, quicker prof- 

its, switch to TAPCO, : “ ED 
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floor jack. Tapco has © 
Many superior advantages that 
make it the top choice with alert 


dealers everywhere. 
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TAPCO DEPT. H-10 


SEVILLE, OHIO 
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Electric Drill © 


MODEL 150 





‘a 
PACKED 
WITH ALL 
THE FEATURES 
THAT SELL... 


PRICED TO CAPTURE 
CUSTOMERS FOR YOU! 


New Model 150 (replacing 

famous Model 130) gives your 

customers more for their money 
. Stimulates sales today ! 


Recessed switch prevents acci- 
dental starting when laying tool 
down. Large air vents keep it 
cool, comfortable in use. Smooth 
front housing—-no screwheads, 








SLEEK FRONT HOUSING 


Division of Cummins Business Machine Corp. 
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ADEQUATE 





COMPAGTNESS 


bumps, humps. Compact— % 
from center line chuck spindle to 
outer edge gear housing. 

Plus: die cast aluminum frame 
Jacobs 1B geared chuck; uni 
versal motor; Oilite bronze bear 
ings, ball thrust on chuck spindle 
precision-cut gears; 8 ft. rubber 
cord, plug. 





4 
4740 North Ravenswood Avenue ® Chicago 40, Illinois B 














AMERICAN PATTERN 


FILES 


and 


RASPS 


A profitable line to 
handle because 


@ their clean-cut appear- 
nce and deep sharp 
initorm teeth make them 


easy to sell 


@ their fast-filing and long- 
wearing qualities win 


repeat orders 


@ the American Swiss 
100% dealer policy pro- 
tects you in every way 


Made by file specialists 
with 50 years of experience 
in the mannfacture of pre- 


cision files 


Write for AMSWISS cata- 
log describing and listing 


these high-quality files 





AMERICAN SWISS 
FILE & TOOL CO. 


410 Trumbull Street, Elizabeth 1, N. J. 


Also manufacturers of Swiss-Pattern files, milled 
curved tooth files, rotary files and mechanics’ 
hond fools. 
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the government planning bug is a 
hardy creature which we shall al- 
ways have with us. There will al- 
ways be individuals who believe 
that they and a few others like 
them can figure it all out better 
than the generality of the popu- 
lation can. There is something 
about the atmosphere of Wash- 
ington, apparently, which works 
mysterious changes in _ people. 
Each of you probably has seen 
normal, level-headed businessmen 
move to Washington and straight- 
way become government planners. 


Individual Plans 


No matter how well-intentioned, 
and no matter what their politics, 
they operate on the basis of their 
own experience alone, plus the 
experience of a few advisers. They 
lack all the rich experience of a 
million staff men who are the own- 
ers, managers and _ technicians. 
What we want, therefore, is not a 
plan or even a few plans. We want 
millions of individual plans. These 
plans come out of the heads of 
men who are on the scene. who 
know what the public is asking 
for. whose livelihoods depend on 
their being right. That is the 
meaning and the strength of free 
enterprise. 

Secondly. the businessman who 
really believes in free enterprise 
should solve his own problems 
and refrain from asking the gov- 
ernment to solve them for him. 
The businessman is held responsi- 
ble for the resylts of his business 
actions: he had best retain as 
much control over those actions 
as the government will allow. 
When a _ businessman runs to 
Washington for advice and help. 
he gets them—and_ something 
more. If he gets. for instance, a 
public law or an executive order. 
he sets up a chain of events by 
which he ends. businesswise. with 
his neck in a noose. The voluntary 
program he asked for begins to 
become compulsory. The govern- 
ment decides who shall give and 
who shall get. and how much of 
it. and what it shall be used for. 
And the program which began as 
an emergency measure continues 
long after the need which evoked 
‘t has disappeared. 


Finally, each of us has an obli- 
gation to explain patiently and 
effectively the facts of economic 
life—what makes the American 
system work. If, for example, you 
agree with me on the two points 
of tax reform I have made to- 
night, I hope you will explain and 
advocate them to all within your 
sphere of influence—business as- 
sociates, stockholders, customers. 
employees and any labor organi- 
zations which represent them, your 
Congressmen and Senators, and 
the President and his advisers. 

The time is ripe, as never be- 
fore. for successfully explaining 
the American capitalist system, 
and for remedying the conditions 
which are hampering it. Both on 
the record and in the realm of 
promise, that system is infinitely 
superior to any that has preceded 
it and to any which is now trying 
to match its results. 

Abroad, we have just defeated 
the war machines of three power- 
ful enemies, and have emerged 
with our economy basically sound, 
our civil liberties intact. What is 
more important, we have defeated 
the political systems, and to some 
degree the political ideas, they 
represented. In German Nazism. 
many of our people saw a state 
whose cruel efficiency, singleness 
of purpose and dynamic strength 
threatened to overwhelm our mud- 
dling democracy. When we drove 
to the heart of that country, we 
found a system which was cruel, 
but which was not wise, single in 
purpose, nor efficient. We found 
corruption, indecision, and a lack 
of elementary good sense which 
was almost unbelievable. We 
found that the stern, determined 
Nazi leaders were at best weak 
men or clowns, and at worst sad- 
ists and criminals. 


Cynics Discredited 


At home, we have survived a 
decade of depression and the re- 
sultant trend toward statism. The 
cynics of that era have been dis- 
credited. Those who insisted that 
capitalism was dead have found 
a most lively corpse on_ their 
hands. Those who insisted that 
expansion under our “mature 
economy” had ended, and that op- 
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ican Russia are quite sure they know 
vou who owns the future. | strongly “ 
ints suspect that one day the world 
to- will discover that there is a rivalry 
and and indecision among these lead- 
four ers. an inefficiency and corrup- 
as- tion, comparable to what we found 
ers. in Germany in 1945. Nevertheless, 
ani- the men in the Kremlin believe 
four that the future belongs to inter- 
and national communism. 
We believe in this country and 
be- in this room that the future does 
ing not belong to communism. We 
em. know that the great advancing ex- 
‘ons periment of our time is not com- 
on munism, or fascism or socialism, 
of but liberal democracy under a 
tely regulated but not controlled capi- : ' : eon 
hol talist economy. Final finish on pianos mysteriously going “‘sour.”” Production halted. Lab needed 
. ; X-ray diffraction camera to identify impurity. At 9 a.M., 10-Ib. camera Air Express- 
eS ed from 1100 miles away, delivered by 4 P.M. same day. Cost, only $3.58. Company 
A Colossal Job uses Air Express as routine method to get supplies fast, keep inventory low. 
ited Our capitalist democracy is ; . 7 
ver- committed to a foreign program 
ged that has no parallel in history. We 
nd, have taken on the colossal job of 
t is enabling Europe to survive. We 
ited propose to give the world eco- 
yme nomic leadership, and to bring it 
hey safely to solid ground. Our capi- 
sm. talist economy is now being called 
rate upon to supply a substantial pari 
less of what is needed for rebuilding 
gth a major part of the non-capitalist That low $3.58 figure was total cost Scheduled Airlines carry Air Express 
ud- world. We have set out to defend for Air Express and included door-to- on every flight. Speeds up to 5 miles a 
"e free ent — inst j door service. That makes the world’s minute! Direct by air to 1300 cities; 
OVE ree = erprise against strong anc fastest shipping method exceptionally air-rail for 22,000 off-airline offices. 
we persistent attack. The stakes of convenient, complete, and easy to use. Serves many foreign countries, too. 
uel, this contest are no less—the issues * 
in no more complicated—than the FACTS on low Air Express rates 
ind survival of the institutions of free- Package of blueprints (4 lbs.) goes 800 miles for $1.54. 
ack d Special tools (21 lbs.) go 600 miles for $3.87. 
ac om. (Every kind of business finds Air Express pays.) 
ich Can American capitalism and Only Air Express gives you all these advantages: Special pick-up 
We <5 ae : ; and delivery at no extra cost. You get a receipt for every shipment and 
d capitalists live up to the obliga- delivery is proved by signature of consignee. One-carrier x 
1€ i i i : bility. Assured protection, too—valuation coverage up to $50 
= tion and ewes of the perilous without extra charge. Practically no limitation on size or weight. 
7a tasks to which they have been For fast shipping action, phone Air Express Division, Railway 
ad- committed? P Express Agency. And specify “Air Express delivery” on orders. 
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bo condition we must meet if we are GETS THERE FIRST 

a, to reach the goals we have set for Ee ee aN 
‘he ourselves. to door in all principal towns and cities 
lis- We must give our system a de- 

nat cent chance. We must keep our 

nd incentives and permit the system 

eir to operate as it was meant to op- aa, aio aaa eee 

rat erate. If we do that, there is AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


nothing within economic reason | 
“ that the system will not do for us. | SCHEDULED Al RLI N ES OF THE U. Ss. 
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Testing Direct Mail Can Increase 
The Effectiveness of the Medium 


Ad-Ventures 


If the dealer is using direct mail he should test 


By IRVING SETTEL 
Advertising Manager 
Concord's, Inc. 
Instructor of Advertising 


Pace College, New York City 


M..«: hardware 


merchants recognize the value of 
direct mail as an advertising me- 
dium. Consistent and organized 
use of it has been responsible for 
a considerable amount of many 
hardware dealers’ total volume. 

However, no static rule is avail- 
able which will assurc success. Too 
many changing factors tend to ob- 
scure a formula. One of the most 
important of these factors is test- 
ing—careful and precise checking 
of the many existing variables. 
This is the only way to learn by 
experience and increase efficiency 
with every mailing. 

Consequently, a successful di- 
rect mail dealer conducts frequent 
tests in order to produce maxi- 
mum results. Of course, there are 
an infinite number of tests which 
can be made. It is virtually impos- 
sible to do them all. There are a 
few specific tests, however, which 
are most important to the hard- 
ware dealer who uses direct mail. 
Let us consider these carefully: 


Mailing List Tests 


It is important for the direct 
mail user to conduct tests to deter- 
mine the responsiveness of differ- 
ent lists and various areas which 
can be profitably circularized. 

What time of the year, month or 
week, is most effective for your 
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it thoroughly in order to determine its efficiency. 


This article outlines how tests should be conducted. 


mailing? Testing your various pe- 
riods of time can answer this ques- 
tion. Here, too, we can determine 
the necessary frequency of the 
mailings and the intervals which 
should elapse between them. 


Type of Mailing Piece 


It is commonly known. that 
many types of direct mail pieces 
are available to the merchant. The 
important question arises as to 
which is most effective for indi- 
vidual needs. Obviously, there is 
no single answer here. Instead, 
tests must be made by each hard- 
ware man to determine the best 
for him. Available are the follow- 
ing: 

1. Postcards, 2. Letters, 3. Leaf- 
lets, 4. Folders, 5. Broadsides, 6. 
Booklets, 7. Catalogs, 8. Varia- 
tions of any of the above. Tests 
will show which of these will per- 
form the most work at the lowest 
possible cost. 


Types of Envelopes 

There is no envelope problem 
when the direct mail piece is a 
postcard or self mailer. Neither re- 
quire the use of an envelope. For 
all other types, the problem of 
what kind of envelope arises. Color 
comes under consideration, size 
and style. All of these factors may 
have a bearing upon ultimate re- 
sults. 

Another important factor to 
consider is the matter of stamps. 


HARDWARE 


Which is best—first class or third 
class postage—metered postage or 
pre-canceled stamps? Tests will 
give the answer. 

There are many other factors 
which may be tested for most 
effective promotion. Elements such 
as reply forms, appeals, etc., can 
be tested. However, while they are 
important, the hardware adver- 
tiser can save time and money by 
concentrating on those mentioned 
and described here. 


How Large a Test? 


It is possible, with small mail- 
ings, to determine in advance the 
success of a future complete mail- 
ing. It is also possible to eliminate 
a certain amount of guesswork. 
The ever existing problem of how 
large a sample should be sent must 
be decided. No hard and fast rule 
can be offered. Here, too, individ- 
ual differences prevail. Much de- 
pends upon the size of the com- 
plete list, the of the 
types of products 


purpose 
testing, the 
which are being promoted. Usu- 
ally about 10 per cent of the entire 
list can be used as a fair test. 


One at a Time 


It must be remembered that only 
one variable should be tested at a 
time. If you are testing “types of 
mailing pieces,” you must concen- 
trate on getting correct answers to 
this question. While several tests 

(Continued on page 86) 
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Making a Sales Training 
Program Effective 





Cc. D. LEITER 


HERE may be a new 
sales training slant which can be 
stated in one word-—:ependence. 
Much is written and said about in- 
dependence — but George Bernard 
Shaw has well said “Independence 

Bah! Today everyone of us is 
dependent on everyone else.” 

At a recent national conference in 
Chicago, an Iowa farmer brought 
this point—depende’ home _for- 
cibly. Within the m 
of us the farmer was an independent 


wry of most 


operator in most respects. After his 
harvest was stored, his bins filled. 
his cellar well stored with vegetables 
and canned foods, his smokehouse 
heavy with succulent meats. he could 
get along for weeks if necessary 
without “going to town” to trade 
or without help or provisions from 
any other source. 

Today, with much of his work 
mechanized with gasoline and elec- 
tric power, he is almost immediately 
helpless if he runs out of gas, or if 
electric power is shut off for a few 
hours. He is entirely dependent on 
his power suppliers and the ma- 
chinery which that power operates. 


*From a recent address before the 
Columbus (Ohio) Sales Managers’ 
Club. 
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Pointing out that the farmer, with all the many activities he 

must undertake, and every user of manufactured products 

is dependent on sales clerks, dealers, distributors and manu- 

facturers for sound advice, selection and service, Mr. Leiter 

outlines the sales training program used by his organization 

for its sales staff and the company's customers, in helping 
the ultimate user. 


By C. D. LEITER* 
Sales Manager 

The F. E. Myers & Bro. Co. 
Ashland, Ohio 


While the farmer must not only be 
a tireless worker, he must also be 
a chemist, a mechanical engineer, 
and agricultural engineer, and a fi- 
nancial wizard. But if this mechani- 
cal equipment fails, or if power 
fails, he stands to lose immediately 
in the opportune timing of his work; 
in frozen foods, unfrozen; brooder 
chicks chilled, and in dozens of 
other ways. He and every user of 
manufactured products is dependent 
on the sales clerk, the dealer, the 
distributor, the manufacturer, for 
sound advice, proper selection and 
timely service. 


Inter-Dependence 


As sales managers we are just as 
dependent on the entire sales fra- 
ternity starting with our own sales- 
men, through the entire group to 
that consumer contact-man, the sales 
clerk. or service man who actually 
gets our product into useful service 
for the consumer. So this depen- 
dence is actually inter-dependence 

a two-way street in which we are 
best serving the ultimate user by 
best training our own distributive 
sroup. : 

Our program of distributor and 
dealer training was conceived in late 


1944. To make this program, and 
all activities heading towards the 
selling period now with us work ef- 
fectively, a sales planning commit- 
tee was organized. This consisted 
of the sales manager, two assistant 
sales managers, sales promotion 
manager, advertising manager and a 
nebulous character whose title later 
became sales training manager. The 
important fact is that this coordina- 
tion and determination was agreed 
upon and accomplished in the sales 
department. 
program was outlined. 

This program was then submitted 
to top management as recommended 
procedure, and with all facts thor- 
oughly outlined, our first selling job 
was not difficult. In fact, the neces- 
sity for properly organized train- 


A complete tentative 


ing, some of which had been car- 
ried along in a limited and hap- 
hazard fashion for many years, was 
very apparent. After getting the 
green-light, several months were re- 
quired to work out the details of 
the training program, and the first 
scheduled Sales Training Class was 
called together in Aug., 1945. Since 
that date we have conducted a total 
of 55 three-day training schools at 
Ashland, with a total enrollment 


of 1127. 
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Pre-arrangements are as follows: ie ae eS * * a $~4-/ 
1. Each district manager and each 
salesman is given an assignment at | : 
the beginning of the sales year cov- f _— ——— a ne 
ering the number of men from his 



































7 | 
district or territory we can accom- 
modate, pal the ‘aan for the aa MORE SALES. ee MORE PROFIT | 
ings are assigned. | 

2. Definite registration for specific WITH 3-WAY CHOICE +4 


classes are required as far in ad- | 
vance as possible, with the provi- 
sion that all classes will be filled 30 
days prior to class time. 






































3. Distributors and dealers are 
written concerning assignments of 
personnel to particular classes and 
the individuals are written person- 
ally in advance, instructing them to 
go to the local hotel for room as- 





signments and further instructions 
morning of the first day of class. 

DOPLEX eee { 
hotel, which includes a badge and_ ; -_ ; 


on arrival in Ashland, but to be sure om verona Uf NF E D-oemmnmmamamen (| 
1. A letter is delivered to each 
instructions as to meals, room, etc.. Sy 
om ey eeenemennmmmemmmmmememns. 
WIRE MESH aint 


to report at the plant at 8:30 the , 
class member on his arrival at the 
all of which we provide while in 
































Ashland. The distributor or dealer | 

pays necessary travel expense—we \ 7 

pay all expenses in Ashland. : 

Sales Laboratory | |/ 

~— 5. A complete sales laboratory is : 
the available as a classroom. Product 
of. is available for inspection and dem- Ces $3 ie re 
‘eats. onstration. Sales tools, dealer aids, 
ted etc., are prominently displayed. A 
tant model store with effective window Increase sales and reduce inventory with Dobeckmun’s 3-way 
tion display and were display, including CHOICE of fine glass substitutes. One complete line in a handy 
id a demonstrators, is adjacent to the 3-roll dispenser-display allows each customer to select the glas 
ater classroom and readily aavilable for ; ; — SI : sige a —— 
The lnapection. substitute best suited to his needs. . 
hin, EC Giead dite Gis vibes. SUNFED*—for economy and high ultraviolet transmission, is 
ial aul ita cm cits wee ceed ox: the best dollar-for-dollar value at its price. 
ales tensively, but much of the training poPLEX* offers high quality; high light and ultraviolet trans- 
tive work on a product is done with the mission; long-time weather and moisture resistance. 25°/, heavier 

product itself. Sales charts are used film, 30° longer life than ordinary plastic glazings. 
ited and Mi sales chart reminder booklet WIRE MESH tops the field for durability and all-around 
ded is given each student for review me . 7 . , : 
vi Lidint.. Chitin ol wad a Weald ene utility. Strong, 10-mesh, galvanized wire constructian, extra 
iob ss, heavy plastic coating for rust and weather resistance. Guaran- 
>es- 7. The sales training manager is teed for three years. 
in- a man who has had long, successful Ask your wholesaler for samples, prices and details on special 
ar- sales experience on the road; knows dispenser-display deal. The Dobeckmun Company, Cleveland 1, 
ap- product thoroughly: believes in our Ohio. West Coast Division, Berkeley 2, California. 
vas products and_ policies religiously, 
the and expounds them effectively. He America’s first manufacturer of laminated plastic glazings 
re- has a keen interest in all sales- 
of minded people and thoroughly en- _ “Trade —~ —— 
rst joys working with them and espe a 
yas cially in training young salesmen 
ice properly. Tacidently, he also carries 
tal the responsibility of training all po- 
at tential salesmen for our direct sale: 
nt force. 


8. Each class member is given in 
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MAUREY manuracturine core. 
2909 $. Wobash Ave.,Chicago 16, Hil. 
Please send us further information 
regarding Maurey-Made Interchange- 
able V Pulleys and Bushings. 

FIRM Soe SRE Sw EE . 

STREET bee es kaeil 
city __. ZONE___ STATE. _ 

NAME. a __ TITLE 


Mae see cee ee ee ee ee = 


- SS — HY 


84 


advance a copy of the three-day pro- 
gram and a list of the class mem 
bers. This means that many of the 
people become acquainted with each 
other at the hotels before coming 
to class. 

9. Classes are usually arranged 
to start on Monday morning so that 
these coming from considerable dis- 
tance can reach Ashland without 
losing time from their work. Classes 
are dismissed early enough Wednes 
day afternoon so that in most cases 
the return trip can be completed 
by Thursday morning. 

Classes start at 8:30 in the morn- 
ing. The first morning as many of 
the management and executives as 
possible are in the classroom from 
eight to eight-thirty to personally 
meet and welcome each member of 
the class. When class is called, in- 
troduction of guests and executives 
takes place and an official welcome 
is given. At 9 o’clock, the group is 
divided into sub-groups of not more 
than six or seven for an escorted 
trip through the factories. They are 
given a booklet covering this trip 
in detail so that it will be possible 
to recall later the things of interes! 
which they have seen. This oecupies 
the entire morning but is consid 
ered most important since they are 
not only impressed with production 
facilities, but with the care taken 
in production, machining to close 
tolerances, inspection, assembly and 
testing. Naturally, all of these 
things are brought to their attention 
during the trip, and thus this assur- 
ance of high quality sticks with 
them. 


Discussing Product 


The first afternoon and all of the 
second day are spent presenting and 
discussing products. Both from our 
catalogs and from the goods them- 
selves, complete information — is 
given covering design, construction, 
operation. performance and service. 
Naturally, these are presented as 
sales features with competition suf- 
fering by comparison but without 
any competitor ever being mentioned 
by name. That is definitely barred 
as being left-handed advertising. 

Discussion during class is en- 
couraged and in many cases. be- 
cemes quite aggressive and involved. 
In addition to the presentation o! 
product. it is necessary to teach 
some of the fundamentals of hy 
draulics which are essential to make 
proper pump selection. These are 
not technical to the point of re 


quiring advanced engineering edu 
cation, but do require an under 
standing of friction in pipes, effect 
of heads and pressures on capaci- 
ties, and operating horsepower 
These fundamentals are presented 
in a non-technical manner and it is 
apparent from results that the ef 
fort to do so has paid off. 


Service Problems 


During the third day service prol 
lems, proper methods of ordering 
parts and accessories are given first 
attention. The balance of the day 
is given over to discussions of our 
sales policy and sales opportunities. 
to store display and other types of 
sales promotion, to dealer aids and 
advertising in general, and to gen 
eral business discussion and inspira- 
tional sales talks. Just prior to the 
closing remarks and thanks bv the 
general manager, an opportunity i- 
given for questions, suggestions and 
criticism. 

Our company is one of the small 
est and one of the few of any size 
which has provided the dealer with 
a complete catalog of dealer aids. 

\ water supply equipment manual 
and other material produced and 
supplied by the National Association 
of Domestic and Farm Pump Man 
ufacturers has been used with very 
good results throughout our training 
program. 

After the success attained in con 
ducting the first series of factors 
training classes during the winter 
of 1944-1945, both our sales and 
general management were so im 
pressed with the effective results 
produced, that it was decided to en- 
large the scope of our training pro- 
gram. 

Much time was spent in prepara- 
tion for this between June and Sep. 
tember, 1945. During September 
our entire direct sales force was 
called into Ashland for a full week’s 
training in conducting sales training 
classes on the territory, for individ- 
ual distributors, their sales person 
nel, their dealers. or for single 
dealers or groups of dealers. 

After this 
salesmen were required to set up 


indoctrination. the 


<ales training meetings on the ter 
ritory. The program as_ presented 
it Ashland was boiled down some 
what so that the essentials could be 
covered in from six to eight hours. 
end so that enough was left not coy 
ered, that a repeat performance for 
additional 
wanted and requested. 

Sales meetings held by our sales 


training was usually 
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Light 
BUILDERS 
HARDWARE 


| ty GRIFFIN 





For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder’s hardware... 

quality produced by 

Griffin. 







Ye 


Bevery DOOR NEEDS THREE! 


-( RIFFIN- 


anufacturing Company 


ERIE +» PENNSYLVANIA 


REPRESENTATIVES 
8. S. ALDER COMPANY—45 Warren Street, New York 7, New York 
WILBUR H. DAVIS—I639 Fargo Avenue, Chicago 26, Illinois 
GEO. A. GREGG—9344 Woodward Avenue, Detroit, Michigan 
AUSTIN & EDDY, INC.—IiI5 Broad Street, Boston, Mossachusetts 
CHARLES L. LEWIS—703 Market Street, San Francisco 3, Calif. 
wW. S. JOHNSON—9I7 St. Charlies Avenue, Atlanta, Georgia 
E. H. FARRAR—308!/4, North Harwood, Dallas, Texas 
R. F, BEVERS—4524 East 60th Street, Seattle, Washington 
L. J. FULLER, JR.—785 North President Street, Jackson 6, Mississippi 
HARVEY D. RUSH & SONS—4638 Mil! Creek, Kansas City, Missouri 
IN CANADA 
MANNING I. SHORE—Merchandise Sales of Canada, 15 Wellwood Avenue, 
Toronto, Ontario 
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Label? ...Label?... 
Who’s Got the Label 
that Really Does Sell 


Asbestos | 
lroning Board Covers } 


neat 








Asbeston is one of the great family of U.S. Royal 
Fabrics made by the United States Rubber 
Company. The ASBESTON label has already 
proved its weight in gold to manufacturers and 
retailers alike. Featured by reliable manufac- 
turers of fine ironing board covers who recognize 
the outstanding sales record of covers made 
from this amazing non-burning asbestos fabric. 


®@ Asbeston means new safety in the home 
—it is non-burning. 


@ Asbeston means bigger value 
—patented construction makes it last longer. 


@ Asbeston means quicker ironing 
—gives that “professional look”. | 


@ Asbeston means easier ironing 
— it’s super-smooth. 


National advertising during the remainder of 
1949 will be a constant reminder to millions of 
housewives that Asbeston stands for the best in 
ironing board covers. You will want to capitalize 
on this increasing demand by featuring ironing 
board covers with the precious Asbeston selling 


label. Over 3,000,000 sold. = 
Made by Textile Division ip! 


UNITED STATES RUBBER COMPANY | 


1230 Avenue of the Americas « Rockefeller Center, New York 20, N.Y 


———— 
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Versatile Power 
Threading Machine 














No. 531-A “‘TOM THUMB”’ 


Here's a top-notch portable 
power threading machine 
that can make money for you! 


Its adjustable rotary type 
die-head and open type vise 
make it EASY to handle a 
wide variety of threading 
work in double-quick time! 


Standard range is %” to 
1'2”. Pipe or nipple range 
is Ye” to 1%”. Through the 
application of special fix- 
tures, the machine is adapta- 
ble to many kinds of unusual 
threading jobs. 


No. 531-A “TOM THUMB” 
is powered by a universal, 
reversible, variable speed 
motor for light socket opera- 
tion. Regularly furnished for 
bench use, the machine can 
be furnished mounted on an 
all-steel wheel stand at extra 
cost. 

Write for CATALOG NO. 7-C 
which gives complete details 
including tables of thread- 
ing speeds for bolts, rods, 
and pipe. 


THE OSTER MANUFACTURING CO. 


2028 EAST 61st STREET 
CLEVELAND 3, OHIO, U.S. A. 
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men have been carefully checked 
by the sales training manager and 
members of the sales planning com- 
mittee. During the two-and-one-half- 
year period I feel we have suc- 
ceeded in developing almost every 
one of our salesmen to the point 
where he can conduct a very inter- 
esting meeting. 


850 Meetings 


Since Oct. 1, 1946. 40 salesmen 
have conducted a total of 850 train- 
ing class meetings with a total at- 
tendance of 18.520. This in itself 


Ad-Ventures 


indicates the realized need for train- 
ing and the desire of the dealers for 
the training given their sales and 
service people. Many of these have 
been repeat porformances. Instruc- 
tions to salesmen on the setting up 
and operation of such meetings are 
available. I just as firmly belicve 
that our training program has in- 
creased our volume and has helped 
in that manner to keep our costs 
down. I know that production per- 
formance during this readjustment 
period has indicated an improve- 
ment. 


(Continued from page 80) 


can be made at the same time, it 
is difficult to standardize the con- 
ditions to get effective results. 
Small sample mailings can often 
he supplemented by your own past 
records to determine answers to 
future mailing problems. If an 
accurate record has been kept of 
past results, these can be consid- 


ered as test material. In addition, 
other tests can be made to com- 
plete your returns. Probably one 
of the most important rules a hard- 
ware dealer can follow is to keep 
very accurate records of all direct 
mailings he makes. He will find 
here an excellent guide to all fu- 
ture campaigns. 


Opening Drew 75 Per Cent of the City's Population 


(Continued from page 44) 


ment calls on all customers who 
have purchased a major appliance 
or piece of furniture at the store. 
He calls at the homes of custom- 
ers to find out if the merchandise 
is giving satisfaction, and gets 
many tips as to friends and neigh- 
bors who are in the market for ap- 
pliances and furniture. Mahowald’s 
is able to garner many appliance 
prospects from every day's busi- 


ness. These are followed up regu- 
' 


larly, and while it means night 
calls, in some instances, it is pay- 
ing off in additional sales. 

Mr. Mahowald maintains a cof- 
fee bar for employees on the first 
floor in the appliance section. 
Here, * several times a day, em- 
ployees can have mid-morning and 
mid-afternoon coffee. The dishes 
are washed in the electric dish- 
washer, and when a_ housewife 
wants to see how the machine 





Here is a neat array of supplies for less glamorous household tasks. 
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- works, the coffee bar dishes are Mers avenue sprouted its first assumed ownership and manage- 
and washed thus providing good dem- parking meter. In 1916 this shop ment. Additional space was added 
ave onstration. was replaced by a bigger and bet- for a furniture department. New 
“uc- Approximately three and a half __ ter fire-proof structure. Hardware lines were stocked and Mahowald’s 
up pages of advertising was used by and housewares were stocked. Hardware and Furniture Co. be- 
are Mahowald’s Ace Store in the “When Joseph Mahowald died came affiliated with the Ace Hard- 
te Grand Forks Herald on March 16, in 1941. A. J. (Fritz) Mahowald ware Corporation.” 
a 1949 to announce the opening of 
whi the new store. . " 
di Part of the copy of the first page Fifty Per Cent of Their Volume 
sats of these ads said: “Here is your Is in Sporting Goods 
ve- all-new Mahowald’s Ace Store. See . : ; : 
how its all modern glass front Comenenes freee: Gage ESP 
glistens in the Thursday morning outboard motor attached. A sec- “If you are willing to give atten- 
sun. ond motor of the same make but tion to your displays, and have 
“Walk inside—through the new with a larger h.p. rating was shown similar sets on the sales floor. and 
double swinging door entry. Look on a display frame. Another boat tie in your windows and your 
around . . . just get the feel of this exactly like the one shown in the newspaper display, you can ex- 
sa all-new store. Throughout you see window was shown inside the de- pect direct sales to result. 
a a new, streamlined arangement of partment in the center of the dis- “Except in a very few cases, 
r new merchandise, with new fix- play floor. — this combination program has 
. tures that display every item in During the 10 days this display wathed well for us.” 
stock. Up front you find a daz- ran, four boats of this type were 
( zling array of 22 super beam sold at the store. Orders were Th 
. 5 } . ; e Advantages 
floodlights . . . to make evening taken for 16 boats, nine made by 
" window shopping even more en- the same manufacturer, and five According to Mr. Tucker, there 
tertaining. outboard motors of the make are a number of advantages to 
“This is the store established 44 shown were sold. promoting a sporting goods de- 
n years ago by Joseph Mahowald as “IT think this pretty well brings partment: 
a harness shop, long before De- out my point.” Mr. Tucker says. 1. It accounts for a greater sales 
it 


: THERE'S NOTHING BUT PROFIT IN THE AIR! 


. . . with SCHUMACHER'S all metal 







It's easy to sell the ORIGINAL Filter Ventilator! 
Here's why: it's durable, adjustable, handsomely 





finished . . . and designed to assura dust-free, 





Five sizes, re- 
tailing for as 
circulation. Patented filter element rinses air jiggle as 


thoroughly, makes for healthier living! Heavy 2 
gauge metal backed with screen-wire cloth. Four $7. 5 


sizes to fit all windows! Priced for sure volume, 


“smog''-free, pollen-free air in gentle, draftless 


too. 


— te An exclusive Schumacher feature . . . the 


— “REDDY-LOC" ... is back again and makes 
a ny Cc the popular LOUVER-VENT better than ever! 


We F. E. SCHUMACHER G@ 


Watch that ventilator volume soar when the 
redesigned, adjustable LOUVER-VENT hits the 
counters, complete with "REDDY-LOC", the 
position safety fastener and the colorful, de- 
scriptive product label, too! New low prices 
assure you of record volume, top profit per- 


HARTVILLE, OHIO oontensl 


for sixty years manufacturers of quality household screens and ventilators 
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They're going to buy them 


somewhere... why not 
from you! _ 





Stock 
Display 
Merchandise 
Advertise 
Sell 


VIGORO,* EndoPest and EndoWeed 


for more $$$$! 


You can’t beat the Vigoro gar- 
den line for sales .. . for profits. 
Year after year it leads in ac- 
ceptance and advertising 
power. Your customers look for 
these products. So keep ’em well 
displayed at all times .. . in 
spring, summer and fall! Per- 
haps you’re a bit short on Vigoro, 
EndoPest or EndoWeed. If you 
are, it’s wise to order more. 
With plenty of all 3 on hand 
you can make 38 sales... 3 
profits throughout the growing 
season. 


*Vigoro is the trade- 
mark for Swift & Com- 





pany’s complete, bal- A MOBIC! OF Suny 
anced plant food. 1GORO 
Presented by Comalets 
SWIFT & CO. / gm 


Plant Food Divi- 
sion, U.S. Yards, 
Chicago 9, Ill. 
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total from a smaller square foot- 
age of floor space than any other 
hardware line. 

2. Selling cost is from 5 to 7 
per cent lower for sporting goods 
than for the general hardware 
line. 

3. The sporting goods depart- 
ment brings the top bracket hard- 
ware customer to the store. 

1. The sporting goods depart- 


ment furnishes the class appeal 
which is needed to brighten up 
the hardware lines. 

5. More than any other hard- 
ware line, sporting goods re- 
sponds in sales to advertising and 
to window display and floor dis- 
plays. “You know what you are 
doing,” Mr. Tucker says, “when 
you advertise sporting goods de- 
partment leaders.” 





They Saw, They Heard and 
10,000 Persons Attended 


(Continued from page 49) 


the results of the Phoenix store 
remodeling, and will continue with 
the present program which _ in- 
cludes the face-lifting of the last 
two of its seven retail stores. 
Speaking about the remodeling, 
he said: “It is with considerable 
pride that we present our new store 
to the public. On March 4, we en- 
tered our 55th year of serving 
Arizona’s residents in the fertile 
Salt River Valley. 

“During that time,” Mr. Staples 
added, “we have stressed the fact 
that we are a locally managed, 
locally owned firm, and conse- 
quently are in a better position to 
solve problems arising within our 
customer area.” 

This firm, which predates Ari- 
zona’s statehood, carries and fea- 
tures standard, nationally adver- 
tised lines. 


Five Sons in Firm 


Carrying on in’ the tradition of 
their father. the present manage- 
ment is comprised of the following 
sons: O. Glenn Stapley, president; 
D. L. Stapley, vice president and 


Go 


"Teaser" ads like 
this were used in 
local papers be- 
fore the big guns 
of the opening 
sales events were 


general manager; L. Erwin Stap- 
ley, secretary and treasurer and 
manager of the Mesa store; Thyrle 
H. Stapley, assistant secretary- 
treasurer and manager of the Ari- 
zona Hardware Co., wholesale out- 
let, and Wayne C. Stapley, vice 
president and manager of the 
Chandler store. Lorel A. Stapley. 
brother to the present manage- 
ment, died in 1947. He had been 
sales manager of the entire organi- 
zation. 

The O. S. Stapley Co. also op- 
erates retail stores in Coolidge. 
Casa Grande. Buckeye, and Glen- 
dale. 

Six grandsons and one grand- 
daughter of the founder are ac- 
tive in the family enterprise. Glenn 
O. Stapley, son of the president. 
was an assistant to Arnold FE. 
Poole, the firm’s supervisor of op- 
erations, in administering the ac- 
tual remodeling program. 

The completed remodeling job 
of the Phoenix store of The O. S. 
Stapley Co. gives it an unique com- 
bination: More than a half-century 
of history and service, plus the 
latest in convenient shopping. 


EVERYBODY'S INVITED TO 


STAPLEY‘’S 


(THE O.S. STAPLEY COMPANY) 


GRAND OPENING 


fired. Friday & Saturday, MAR. 11812 


oo 723 GRAND AVE. 


GIFTS 


PHOENIX 


*MOVIES 


MANY OTHER ATTRACTIONS 
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OVER 1,000,000 Evans Folding Rules were sold at 98¢ 

in the past 12 months. Now Evans doubles production, adds 

tips and strike plates, and gives your customers the savings \ 
resulting from increased volume. A better rule than ever — 
retailing for only 85¢ — and with same full mark-up. 


m CHECK THESE QUALITY FEATURES 
MADE OF EVANEX 


A solid white material that cannot split, warp, shrink or 
stretch in any climate. So strong you can bend it tip to tip 
without breaking. Material produced especially for Evans 


& Co. by Monsanto Chemical Co. 


Jet-black numerals and graduations are recessed and 
actually fused into slat material. This rule stays legible. 


v 
“FUSED-IN’’ MARKINGS 


To 1/64” full length, far better than Government speci- 
fications. 


A 
SUPER-ACCURATE 


Heavily brass-plated steel joints with no weak point in 
slat under joint. 


y, 
STRONGER JOINT 


Non-removable strike plates protect markings from wear 
near joints. Brass-plated tips protect ends. 


A 
TIPS, STRIKE-PLATES 


Packed one dozen rules in colorful display box. Each rule 
protected by cardboard sleeve that carries guarantee and 
tells about exclusive Evans slat-replacement service. 


4 
PACKAGED RIGHT 






FULLY GUARANTEED against separation of the joints 
and any other defects in material or workmanship. 


Sellin faster than ever ! 
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on K ) 
EVANS & CO. 
No. FR1 NEWARK.N. J. 5 PAT. PEND. 
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wat & CO., 57 BRANFORD STREET - NEWARK 5, N. J. 
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All-Plastic 
Garden Hose 


Firestone Plastics Co., Pottstown, Pa., 


offers durable all-plastie garden hose 
made from Firestone’s high molecular 





weight vinyl resin. Said to resist oil and 


grease, sunlight, heat, cold mildew and 
rot. Produced in green. Has inside 
diameter of 4% in. and outside diameter 
of ™% in. Features full flow capacity 
due to glossy smoothness of inside sur- 
face, it is said and designed of solid 
brass machine fittings which prevents 
any restriction of flow. Packed in 25 
and 50 ft. lengths. 


Casement Operator 
New Package 


H. S. Getty & Co.. Inc., 3274 N. 10th 
St., Philadelphia, Pa., offers its internal 
gear casement operator in a new blue 
and gold package. Continuing the mod- 
ernization of Getty packages, the box is 
designed for easy identification by re- 
versing the design for right and left 
hand boxes. Labels on the ends are easy 
to identify since the color is reversed 
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for right and left hand operators. blue 


on gold for right hand, gold on blue fo: 
left hand boxes. 


‘Singing Reels’ 

The Langley Corp., San Diego. Cal.. 
affers an 800 ft. 16 mm color movie 
entitled. “Singing Reels,’ which fea- 
tures a demonstration showing — the 
finer points of tournament casting by 
Richard “Dick” Miller, executive vice- 
president of the company. This is fol- 
lowed by a field trip showing Mr. Mil- 
ler employing the techniques and catch- 
ing fighting bass. Included also is a 
trip through the Langley plant, ex- 
plaining the construction of the reels. 


Scissor Display Case 


United Cutlery & Hdwe. Products 
Co., 108 E. 16th St.. New York City 3, 
offers scissor display case, flat and well 
designed which is given without charge 
to dealers with every purchase amount- 
ing to $90 of a variety of scissors. 
Dealers may choose any assortment. 
Unit is about 15's in. wide, 16% in. 
high and 6% in. deep. Stock assort- 
ment is made up of the merchandise 
display on the panel as well as the 


merchandise in stock drawers. 





Carey Adds Fans 
To Line 


Philip Carey Mig. Co.. Miami Cab- 
inet Division, Middletown, Ohio. has 
announced the addition of a line of 





fans. All are equipped with outside 
weather-tight shutters of housings to 
keep out rain, sleet, snow, wind or in- 
sects. Grilles are either of polished alu- 
minum or white enamel and are remov- 
able. Features of the line are said to 
he: adaptability to all wall thicknesses, 
suitable for wall or ceiling mounting, 
expel from 550 to 700 cu. ft. of air per 
minute: automatic fan shutter opera- 
tion, hidden motors and blades. There 
are three wall ventilating models, one 
ceiling type and a model that may be 
used for either ceiling or wall. Ap- 
proved by Underwriters’ Laboratories. 


Inflatable Cushions 


U. S. Fiber & Plastics Corp., Stir- 
ling. N. J., offers inflatable cushions 
and mattresses made of Vinylite pias- 
tic, said to be resistant to scuffing, 
stains, salt water, and easily cleaned 
with a damp cloth. Both can be easily 
deflated and compactly stored when 
not in use. Mattresses may be also 
used for sunning on the beach and for 
riding the surf. 
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Myers 


water 
systems 










BEST SELLERS 
. . . right down the line! 


You’re set to sell every water system 
prospect with the complete Myers line 
of Ejecto and Reciprocating Types. 
They offer capacities to meet every 
possible requirement. They rate second 
to none in buyer preference — because 
their exceptional quality is nationally 
known. Get 
Myers Water 
Systems out in 
front in your 
store. You’il see 
them move out 
fact.... and 
steadily! 





WINTER 
AIR 
CONDITIONER 


This Fan-Forced Cir- 
culator Heats, Circu- 
lates, Filters & Hu- 
midifies. No sweat- 
ing, no Living Zone 
stuffiness. Heats 
from floor up. Pilot, 
Draft Hood & Sum- 
mer Switch included. 
Manual or Auto- 
matic Controls. 3 
Sizes . . . 30,000. to 
65.000 BTU. 


DEALERS: Get details on B-F PLAN for 
Quality, Insured Profits . .. NOW. 


HEATING EQUIPMENT WRITE FOR CATALOG NO. 49 
SINCE 1846 


O/e OHIO FOUNDRY & MANUFACTURING CO. 






Engine 25-(Manufactarers: We oe 
STEUBENVILLE: OHIO: U.S.A. 
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-- another 


PANTHER and DRAGON 
TEST 


to assure you of 
tapes that last 








@ One of the many tests PANTHER and DRAGON 
Friction Tapes undergo is “accelerated aging.” In the 
oven illustrated, test samples are baked to give the 
effect of many months aging under natural conditions. 

These “‘aged” tapes always compare favorably with 
their original high standards of adhesive qualities. 
That’s why PANTHER and DRAGON Tapes make 
good splices that last... that’s why more and more 
tape users ask for PANTHER and DRAGON. 

Sold only through recognized independent whole- 
salers. The Okonite Company, 
Passaic, New Jersey. 







Prone 1D) ragon 


friction and rubber tapes 
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WHAT'S NEW 








Frigidaire Cold-Wall 
Refrigerator 


Frigidaire Division, General Motors 
Corp., Dayton 1, Ohio, offers an im- 
proved line of refrigerators in three 
types, Master, De Luxe and Imperial, 
with a total of nine different models 
ranging in price from $217.75 to 
$449.75. All offer basic Frigidaire ad- 
vantages throughout—all ice trays in all 
models are of the Quickube type with 
built-in tray release; generous freezer 
space; Hydrators for fruit and vege- 
table storage. All are equipped with an 
improved type Meter-Miser mechanism. 
Illustrated is the 10 cu. ft. cold-wall 
imperial refrigerator IL-100 at $449.75 

a two door combination refrigerator 
and home freezer, the latter having a 
two cu. ft. capacity and holding 70 Ihs. 








Locker-Top is equipped with a drain 
which removes moisture at the time otf 
defrosting. Cold-Wall compartment with 
its separate door below has a capacity 
of 8 cu. ft. and provides uniform moist 
cold for general food storage and super 
moist cold in the Hydrator for keeping 
leafy vegetables crisp and fresh. Flex- 
ible shelf arrangement provided. Shelves 
are all aluminum with high luster finish 
on entire shelf. A special reinforced 
clear glass shelf above the Hydrator, 
which holds 2/3rds of a bushel, makes 
contents readily visible. 


Booklet on Cencsete 
Stucco, Masonry 


Medusa Products Division, Medusa 
Portland Cement Co., O00 Midland 
Bldg., Cleveland 15, Ohio. has issued a 
hooklet entitled “How to Beautify and 
Protect Concrete, Stucco and Masonry.” 
\ new coating, Medusa rubber base 
coating, is discussed and uses are enu- 
merated for concrete, masonry, stucco 
and other surfaces where the first cost 
is not the primary consideration and 
where exceptional durability and a lus 
trous finish is desired. 
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Sprayer From Old Hose 


Lubprodco Mfg. Co., 5609 Herman 
Ave., Cleveland 2, Ohio, offers the 
*Make-A-Spray” kit, suggested to sell 
for $3. Contains five adjustable spray 
units, five hose holders, a small hand 


punch and cap for the hose end. Holes 
are drilled at about 10 ft. intervals 
along the hose and spray units screwed 
into the hose body. With all units open, 
it will spray an area of about 600 sq. 
ft. One or more may be closed off if 
desired. 


Screen Door, Window 
Grille Guard 


An item describing the Leigh adjust 
able grille guard for screen doors ani 
windows, published in the May 5th 
issue, stated that installation “screens” 
are included, when it should have said 
that installation “screws” are provided 
fir Control Products, Inc... Coopers 


ville, Mich. 


Aluminum Clothes Prop 
Vew Holland Metals Co., Mountsville. 


Pa.. offers an adjustable aluminum 
clothes prop. Made of satin finished 
aluminum, it weighs 17 oz. Lightweight 
prop is adjustable from 4'% to 8 ft. by 
a fingertip twist of an exclusive lock 
ing feature. Solid rubber grip prevents 
slipping on lawn, ground, conerete or 
other surfaces and another slotted rub 
ber grip on top holds the prop to the 
washline. Maker claims rubber line 
eripper works equally well with cope, 


wire or plastic clothes line. 





‘Playtalk’ 


General Electric Co.,  Klectronics 
Park, Syracuse, N. Y., offers the “Play- 
talk,” an electronic toy for children 
using a grooveless paper disc coated 
with “powdered” iron to magnetically 
record and reproduce music or voice. 
Has a 3% in. loudspeaker which also 
serves as a microphone. Unit is housed 
in a small metal case connected to the 
“Playtalk” by a three ft. extension cord. 
Turntable revolves at 20 revolutions pei 
minute made necessary by the magnetic 
reproduction. Eight in. in dia., records 
hold about two minutes of recording. 
Discs may be used over and over, as any 
recording may be erased with a small 
permanent magnet held on the record 
as it revolves. They can be folded or 
crumpled without harm to reproduction 
quality, says maker. Small grooved plas 
tic disc mounted on turntable post 
serves as guide for tone arm which 
rides above paper record as it performs. 
Two tubes and rectifier make up the 
“brains” of the unit which operates 
from any household electric outlet. 





feardrop metal case is lithographed 


with scenes depicting various uses such 
as in learning nursery rhymes. 


Cory Discontinues 
Model DEA 


Cory Corp., 221 N. LaSalle St., Chi- 
cago 1, IL, has announced discontinu- 
ation of the production of the model 
DEA automatic coffee brewer. As a 
discontinued model after June 1, the 
unit will no longer be subject to re- 
tail Fair Trade price controls. This 
action is taken by Cory to enable re- 
tailers to dispose of current stocks of 
this model and thereby prepare to put 
intensive retail sales promotion behind 
new model which Cory will soon an 


nounce, 


Bruce ‘Salesmaker' 
Display Rack 

Designed to be used as an island 
display, at a counter end or against 
the wall, the galvanized wire display 
rack is compact in construction. Racks 
hold about $60 worth of merchandise, 
including Bruce floor cleaner, Doozit, 
replaceable Doozit pads, floor wax, 
luf-Lustre, paste wax, self polishing 
wax and linoleum seal. It is light 
enough for one person to set it up 
quickly and easily. EF. L. Bruce Co., 
Memphis 1, Tenn. 
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d KESTER METAL MENDER, 
. Acid-Core Solder, has been in 
n demand since 1899. Packed 
;. ; : ten boxes to a display carton. 
1 Dor-O-Matic 
h Pearl Wick Corp., Long Island City, eee ne aaaes T |) _—— 
se N. Y., offers the “Dor-O-Matic,” a self- =~, 
" 


ventilating, self-emptying hamper that 
is easily attached to any standard door 
or wall. Unit is 21% in. wide, 22% in. 
high and 5% in. deep, of sufficient 
roominess to hold kitchen, bathroom, 
children’s or bedroom laundry. Easily 
attached to door or wall with chromium 
plated hardware. Touch of the hand to 
the bottom opens it up and the laundry 
automatically drops out. Features the 
Duroweve steel-rib construction, and 
many non-clog air vents that keep the 
air moving continually throughout the 
hamper. Available in a variety of pastel 
colors and white and is suggested to 
retail for $3.98. 


Lucite Booklet . 


A new 32-page booklet containing 
general information about “Lucite” 
acrylic resin cast sheeting has been 
published by E. J. du Pont de Nemours 
& Co., Wilmington 98, Del. Illustrated 
with numerous pictures and drawings, 
the booklet is expected to be of in- 
terest to home craftsmen, teachers, and 
students, as well as to commercial 
fabricators. “Lucite.” the crystal-clear 
plastic, lends itself to hundreds of 





KESTER RADIO SOLDER, Plastic 

Rosin-Core, is also available in 

the small, handy size package and is 
packed ten boxes to a display 

carton. The finest solder made for radio 

and electrical work. 




















STOCK THESE OUTSTANDING KESTER ITEMS 
Kester Metal Mender 
Acid-Core Solder 

Kester Radio Solder 
Plastic Rosin-Core Solder 
Solid Wire and Bar Solder 
Soldering Paste 


' 
| 
| 
| 
| 
| 
| 
Ss 


applications, both decorative and func- 
tional. A section devoted to some of 
these applications is included in the 
new booklet. Soldering Salts 
; ; Soldering Fluxes, Liquid 

‘Baltic’ Caliper : : 
Transocean Trading Co.. 532 N. La 
Brea Ave., Los Angeles 26, Cal., offers 
the Baltic 6 in. vernier calipers. All 
measuring surfaces hardened to mini- 
mum “Rockwell C 60.” Graduated for 
accurate outside, inside. depth and 


Soldering Accessories 








thread measurements in .001 in. 
Increased Kester sales are assured by 
a vast national advertising program. 


KESTER SOLDER COMPANY 
4201 Wrightwood Avenue, Chicago 39, Illinois 


Factories Also At Newark, New Jersey * Brantford, Ca 
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The Best Are 
BETTER BRAND 


mouse and rat 
TRAPS 










e METAL OR WOOD TRIGGER 
© FOUR-WAY ACTION 
e OIL TEMPERED SPRINGS 


McGILL METAL PRODUCTS CO. 


Marengo, Illinois 








NOT A MISFIT IN A CARLOAD 
TRY ACE KEY BLANKS TODAY 








Perfection in making key blanks is 
the cornerstone of our business. 30 
years practical experience and spe- 
cialized know-how enable us to pro- 
duce them in any quantity free from 
the variations and blemishes that 
cause trouble and loss of sales, 


Specify ACE Key Blanks if your job- 
ber doesn’t have them, write us di- 
rect, But do it now. 


ACE METAL MFG. CO. 


LEOMINSTER, MASS. 
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WHAT'S NEW 








‘Met-L-/t' 


R. M. Hollingshead Corp., Camden, 
N. J., offers a metal alloy in moldable 
form for making cold metal repairs 
with absolute adhesion. Companion 
products are Met-L-it Fiber and Met-L-it 
Solvent. Met-L-it is used to fill holes, 
dents and depressions in auto bodies, to 
repair cracked blocks, fix leaks in gas 
tanks and radiators and other repair 
jobs. May be applied with a brush or 
spray gun as well as with a knife or 
spatula, requires no heat. Large holes 
are first covered with the Fiber which 
is claimed to mold to any contour and 
adhere firmly. It is then coated with 
*Met-L-it” for a hard metal finish. Sol- 
vent is used both in applying fiber and 
in thinning Met-L-it in order to brush 
or spray it. A 70-30 cold process metal 
alloy, it provides adhesion and sufficient 
flexibility to take unusual strains with- 
out cracking, crumbling or peeling, it is 





reported. Claimed to dry harder than 
lead and can be filed, ground, sanded to 
a feather edge, drilled, chiseled and 
tapped, machined and sawed like other 
metals. Maker says it takes primers, 
enamels or lacquers without bubbling, 
cracking or peeling and is not affected 
by paint or lacquer solvents. 





Glass Front Brass 
Fitting Stock 


The Imperial Brass Mig. Co., 1200 
W. Harrison St., Chicago 7, IIl., offers 
a tube fitting stock for hardware deal- 
ers, furnished in a specially designed 
merchandiser with glass front which 
makes every item visible. Unit provides 
coverage of brass fitting needs for con- 
necting tubing in sizes from 3/16 to % 
in. outside dia. Pipe thread ends range 
in size from % to % in. There are 35] 
fittings of the 73 most needed types 
and sizes, including flared, compression 
and brass pipe fittings. Also included in 
the stock are six popular shut-off and 


drain cocks. Each type and size of fit- 
ting has its own closed compartment 
with glass front and individual raising 
lid. Fronts of compartments are clearly 
printed with picture of fitting, catalog 
number and size. Unit is of steel con- 
struction, finished in three colors, 
orange, black and white, and has double 
strength bulb edge glass fronts. There 
are 80 compartments, each measuring 
2% by 1% in. by 3% in. 





Bruce 'Salesmaker' 


E. L. Bruce Co., Memphis 1, Tenn., 
offers the Bruce “Salesmaker” display 
rack designed to be used as an island 





display at a counter end or against the 
wall. The galvanized wire rack is com- 
pactly constructed so that it will not 
block store traffic. Provides an eye- 
catching arrangement of Bruce house- 
hold products which may be seen from 
any angle. Holds about $60 worth of 
merchandise including the floor cleaner, 
Doozit, replaceable Doozit pads, floor 
wax, paste wax, self-polishing wax and 
linoleum seal. Related items are shown 
together. 


Squirrel Call 
Philip S. Olt Co., Pekin, Ill., offers 


a squirrel call which reproduces the 
bark, ark, bark and chatter and scold 
of the reds and greys. Made of hard 
rubber, and operated by hand either 
by tapping solid end against the palm 
or tapping solid end with fingertips, the 
sounds are produced by air and reed. 
Maker claims the calls are without 
trace of metallic after notes. Reported 
to be clear and true in their key. 
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Work Holder 


Lassy:Tool Co., 96 Bohemia St., Plain- 
ville, Conn., offers a Work Holder which 
is designed to provide quick, accurate 





set ups on lathe, grinders, jig borer, 
milling machines and drill presses. 
Made from close grained cast iron, 
properly normalized to retain accuracy. 
Round steel insert is hardened and 
ground, the V having a recess for hold- 
ing objects such as punches with heads. 
Clamps are case hardened with slots so 
clamps may be quickly reversed with- 
out removing screws. Counterbalancing 
weights have eccentric holes for quick, 
easy balancing, says maker. Finished in 
black crackle lacquer. Suggested to re- 
tail for $49.00. 


‘Coverims' 

Aluminum rims held in position by 
flexible steel springs. Each is adjust- 
able to fit several sizes of containers. 
User simply places a sheet of wax 
paper over jar, glass, dish or bowl and 
slips rim on. Maker says, although the 
seal is very tight, the rims slip on and 
off easily. “Coverims” are offered in 
sets on three separate display cards. 
Card No. 1 has five smaller sizes; No. 2 
has four for medium size bowls and 
dishes and No. 3 has three “Coverisms” 
for large containers. Complete set is 


a 
Quick, Easy way to hold Wax Paper 
tight on all containers! 


‘COVERIMS 





said to cover all containers from 1% 
in. to 10% in. Suggested to retail for 
$1.29 per card. Coverim, Inc., 60 E. 
42nd St., New York City. 


Promotion On 
'Tru-Pink' Shears 


Giffon Cutlery Works, 151-153 W. 
19th St., New York City, 11, offers its 
dealers a promotion program the theme 
being, “Millions Saw It Advertised. . . 
Bought it for $4.95—Now—The Very 
Same Tru-Pink Pinking Shears Is 
Available for Only $3.95.” New cartoon 
mats, counter cards, statement stuffers 
and catalog sheets are available. 


Apartment Type 
Washing Machine 


Cleveland Home Equipment Corp., 
1526 Keith Bldg., Cleveland, 15, Ohio, 
offers the “Howard” apartment type 
washer. Suggested to retail for $69.95, 
it features 5 lb. dry wash capacity, 
power operated drain pump, full-sized 
2 in. wringer rolls in removable cast- 
aluminum frame. Price includes both 
pump and wringer. Unit is 31 in. high 
without its removable wringer, 18 in. 
squ. Flat top may be used as working 


space. Washer tub is of rust-proof 





stain proof porcelainized enamel, ex- 
terior white baked enamel. Louvre-type 
agitators eliminate torn clothing and 
lost buttons. Weighs 110 Ibs., and is 
of all steel construction. G. E. wash- 
ing machine motor. 


Rust Eradicator 


Pennsylvania Salt Mig. Co., Widener 
Bldg., Philadelphia 7, Pa., offers an 
improved eradicator packaged in a 
light weight and flexible Bakelite 
polyethylene container. Reported to 
contain wetting-out features that pro- 
vide more thorough penetration of fab- 
rics. Container has an applicator that 
is closed by a screw-on type cap also 
made of Bakelite polyethylene. Card- 
board canister encases the plastic bot- 
tle for better control in application. 
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FINEST hand mower 

Blair ever made. The 

seventy years of 
experience behind 

every Blair mower 

is reflected in the 
satisfaction they 

The guarantee your 

Pilgrim customers. 


BLAIR 


LAWN MOWERS 
BLAIR MANUFACTURING CO. 


Telephone 2-7449 
SPRINGFIELD 7, MASSACHUSETTS 








PACKAGING MAKES 
THE DIFFERENCE 





Quality is most important. 

Price is important too. 

But—the PACKAGE is the point of sale! 

AJAX advanced packaging includes 

* Individual envelope or wrap. 

* One size box for all products. 

* “Color Coded"’ boxes. 

* Cartons designed for ience and 
economy. 


Write for catalog or samples. 





AJAX TOOL & MFG. CO., INC. 


6829 Avalon Los Angeles 











| 
| 
| 
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VLCHER 


Long Pattern 45° 
Box Wrench Sets 








* Box wrenches of | 


popular sizes offered (~ 
in 3-piece, 5-piece, e 
and 6-piece combina- 

tions—in a stout metal } 
band holder. 


Wrenches are of panel 
bar design and made 
of carbon steel. Your 
choice of all nickel 
plated or nickel plated 
with bright ends. i 


Slender yet sturdy de- 
sign — easy to handle 
— adapted to a wide 
range of uses. Sales 
makers and profit 
builders. 








THE VLCHEK TOOL CO. 


3001 EAST 87th STREET- 
CLEVELAND 4, OHIO 








| 
| 


| not chip. 


HAT’S NEW 








Detroit-Michigan ‘Jewel’, 
‘Garland’ Gas Ranges 


Stove Co. offers a 
line of Detroit Jewel and Garland gas 
ranges. Suggested retail prices range 
from $89.95 to $199.95. 
signed by Carl Sundberg, feature front 
Cooking assem- 
bly and time alarm are recessed deeply 
Cooking 
front 


Detroit-Michigan 


Ranges, de- 
lines curved outward. 


into a thick cover backguard. 


top curves downward over the 


and sides for 2 in. Every corner is 
rounded, even inside oven. Equipped 
with “Handee-Hi” broiler which rolls 


out as the broiler door opens. It may 
be lifted completely out of the range 
readily. Of the 
line, five are of- 


so it can be washed 


seven models in the 
fered with a choice of Flex-heet or 
Simmer-Kook burners. Other features 











include ai 


tomatic top lighting, auto- 


matic oven heat control, special top 
grates built to support the smallest 
utensil, stainless acid-resisting porce- 


lain top and extra Jarge oven. 


‘ . . 
Anti-Insect Lite’ 

Sylvania Electric Products, Inc., 500 
Fifth Ave.. New York City, offers a 
yellow ceramic “Anti-Insect Lite,” 
available in three sizes. Finish on lamp 


| is applied by coating a clear bulb with 


a thin layer of colored glass and then 
baking the Maker claims 
weather resistant and will 
As the coating is of uniforrh 
thickness, light is better diffused and 
emanates from the entire surface of the 
bulb. Color extends all the way to 
base. Packed in units of 120 and is 
available in 25, 60, and 100 watt sizes. 
Three color display cards are packed 
with each carton of the 60 and the 100 
watt Colors provided include, 
yellow, red, blue, green, orange, flame- 
tint, rose and Voltage 
range is 115 to 125. 


coating. 
coating is 


sizes. 


ivory white. 
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Eight-in-One 
Sprinkler Set 


L. R. Nelson Mig. Co., Inc., Peoria, 
Ill., offers the “8-In-1” sprinkler set 
which includes a whirring sprinkler 
which covers up to 50 ft. diameter. 
Maker says water is evenly distributed 
in a perfect pattern. Easy to move 
while running by pulling hose. Flar- 


ing rose sprinkler, hand type, is made 
of cast metal. Solid brass spray plate 
is claimed not to leak. Dixie nozzle 
of solid brass, may be used for wash- 
ing car, screens. Adjustable from com- 
plete shut-off to solid stream to coarse 
or fine spray. Crescent sprinkler sprin- 
kles a half circle. Can be moved while 
water is on without user getting wet. 
Said to distribute 
gently on high or low water pressure. 


water evenly and 


Moisture penetration gage is designed 
to test amount of moisture in soil. Box 
of 12 “Sta-Put” washers. Also included 


in set is a “How to Sprinkle” book 


which tells how and when to water 
lawn and garden to get best results 


from least amount of water. Easy way 
to add coupling or mend a hose with 
“Perfect Clinching” coupling, 
Nelson. Suggested to retail for $5.95. 


says 


'Rid-Jid’ Ladder 

J. R. Clark Co., Minneapolis, Minn., 
offers a strong, slightly oversized step 
ladder which can be opened up to be- 
come a straight ladder twice as high. 
Maker says it automatically locks into 
a rigid position when used as a straight 
ladder. 
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Chopped Hay Fork 


The Union Fork & Hoe Co., 9 But- 
tles Ave., Columbus 8, Ohio, offers a 
light fork designed to handle modern 
field-chopped forage crops in the barn, 
silo and feeding alley. Tines are ex- 
tremely deep-dished and spaced to 14 
in. spread at the points to provide large 
capacity and easy pick-up and unload- 


— - ——-~ re IT 





» 
Y ah A 
et : hy ee Mehra i. rae we | 





ing of loose material, says maker. Extra 
long “D” handle, 34 in. for pitching 
to overhead bins or bringing down hay 
from the mow. 


‘Silver Cloud’ 
Spray Head 

The F. E. Myers & Bro. Co., Ash- 
land, Ohio. offers the “Silver Cloud” 
spray head. Oscillating movement of 
the spray head can be changed to pro- 
vide the necessary amount of sweep re- 
quired to completely cover different size 


trees. Guns are fully adjustable for spray STEEL AN D WIRE COMPANY INC 
v7 . 


discharge as well as adjustable for ver- 





tical or horizontal positions. Location WORCESTER 1, MASS. 


of spray head at the rear of the power 


sprayer tank pas ae to penetrate ATLANTA HOUSTON TULSA 
tree foliage. Built with ball and oilrite 





NEW YORK PHILADELPHIA CLEVELAND 





The Wire of a 
Thousand Uses 


JOHNSON XLO 


MUSIC WIRE 


Attractively packaged 
— VY Ib., Yo Ib. and 
1 1b.—Convenient for 
display or handling. 
At your jobber or any 
Johnson branch. 
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bronze bearings for dependable and 
long life service. Designed for use with 


woopD 
any make sprayer having the pump Ca- S K @) T C H sleviv ia) 


pacity to assure proper coverage. 


Profit Puller 


Fireplace Design, | 
Every 


Coosing Hint Book 

Th. *Majestic Co., Huntington, Ind., 
has issued a booklet entitled, “How To 
Enjoy An Outdoor Cook-Nook,” which 
is packed with outdoor fireplace de- 
signs, construction tips and cooking 
hints. Many illustrations and building 

























plans for fireplaces are included. Avail- “ Py ; 
alte. Ca BS) apeten 8” = 10° carton display 
- . * printed in red and olack 
a or on cords for bia displey 
7 "Pp H Here’ d joiner that really 
rotective eres a wood j ! 
ect - HOLDS .. .and holds without | SCREENS 
Coating cutting or splitting wood — 
Tect Products Co., Englewood, N. J. Applied like a nail. Patente 
5 , ’ . TABLES 
offers “Tect” a clear protective coating prongs digg te genet 4 — : 
against tarnish. Made for use with sil- strong joint. Worms oi 4 d 
on square, mitre, "T", split or dado 
ver, brass, copper, gold, steel, chrome joints. Perfect for repairs, making 
and other metals. Said to keep trays, screens, etc. Easily displayed on| SCREEN 
pitchers, vases. musical instruments, counter or in self-service bins. 
jewelry bright for years. Reported to 
withstand outdoor exposure and is used Free Sales Helps eee 
on auto chrome, door knockers, name ae Joints that show uses 
plates and letter boxes. Dauber at- of SKOTCH Wood Joiners us @ cow 
ache ap O » makes ica- nter folder are yours E. As 
tac hed to cap of bottle make applica- — , A. se write direct for em | Cuains 
— easy. Fifteen — pore it is erous supply. Dept. HA-l. 
dry to the touch, tasteless and non- 
toxic. It is removable by applying more SUPERIOR FASTENER CORP. 
to object wlth dauber. Use a soft cloth 2949 ELSTON AVE., CHICAGO 18, ILL. 





saturated with cleaning fluid to wipe 
all material from surface. Wipe dry. 


GRIPS LIKE A VISE 
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SAWING 
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WASHERS 


g THEY? = you BET 
Deut * —“tyey 0® 


When woodworkers and hobbyists see 
this amazing new invention in action 
... they buy! The low price of $4.95, 
simplicity of operation, and accuracy 
of Micromatic adjustment—have sold 
Warren Washers everywhere, from 
Alaska to South Africa. Outstanding 
stopper display sells ’em right off your 
counter. National advertising and 
mobile demonstration units promote 
sales volume for you! Not a gadget— 
it’s a woodworker’s dream! 


WRITE FOR INFORMATION 
WARREN DADO SAWING WASHERS CO. 


70 Medbury, Detroit 2, Michigan 








Cantilever 


Shoulder Pad 


MacGregor-Goldsmith, Inc.,  Cincin- W Hf F | y S NW & W 


nati, Ohio, offers a Cantilever shoulder 
pad with corrugated fiber used over the 
chest and shoulders with flexible fiber 
protection over the back padded with 
“Airlite” cushion rubber encased in 
white twill. Neck is padded and leather- 
bound while molded corrugated shoul- 
der caps are padded with cushion rub- 
ber, twill-covered and lined with knit 
material. Similarly, protector flaps and 
shoulder caps are riveted to pad through 
reinforced grain leather connectors. Pad 





has a heavy leather lacer at front and 
back and with adjustable elastic under 
arm chest straps. Equipment has a 


heavy 2 in. cantilever web. 


Chopped Hay Sling 

The Louden Machinery Co., Fairfield, 
lowa, has developed an “All-Purpose” 
hay sling which permits the conven- 
tional hay carrier and track system to 
be used in putting chopped, baled or 
long, loose hay in the mow. Slings are 
laid crosswise or lengthwise in the 
wagon and hay is loaded on each sling. 
Wagon is brought to the barn and each 
sling is hooked onto the carrier pulley 
hook and carried up into the mow with 
no further handling of the hay involved. 
Hay is discharged the entire length of 
the mow with uniform mixture of leaves 
and stems. Sling, four ft. wide, and a 
load capacity of 700 lbs., consists of 
two equal size units each containing two 
hardwood crossbars, nine main ropes 
running lengthwise and three ropes run- 
ning crosswise. Two malleable iron 
locks on two center crossbars directly 
connect each sling unit. Both are 
tripped simultaneously with a slight 
tug on the 10 ft. trip rope. 





‘Kordite’ Broom 

Kordite Corp., Victor, N. Y., offers 
the “Kordite” room with the suction 
bristles. Maker reports that this broom 
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doesn't raise or scatter dust—as the 
plastic bristles attract and hold the par- 
ticles. Broom is designed to reach hard- 
to-get-at dust and dirt. Broom features 
thick and thin bristles for all-purpose 
sweeping which can be rinsed in luke- 
warm water. Said not to mat. Bristles 
will not harm any surface. Available in 
red. blue or green bristles. Packed in a 
self-display carton. Suggested to retail 
for $1.98. 


Super Instant 
Soldering Iron 


Instant Tool Corp., 231 W. 29th St., 
New York City 1, N. Y., is introducing 
a soldering iron which is claimed to 
come to soldering heat from a cold 
iron at the flick of its switch. Heat- 
ing element is in the tip itself. Spring 
on off with switch eliminates leaving 
hot iron at large. By laying it down, 
it is automatically turned off. Features 
plastic handle for cool operation and 
handle is insulated from the tube with 





ceramic and Bakelite sleeve. Iron, 
which works on AC or DC, weighs 6 
oz. Suggested to retail for $7.95. 


Movie of Aluminum Powders 


“The Tale of the’ Powdered Pig,” a 
new sound and color film, 16-millimeter, 
30 minutes running time, has just been 
released by the Reynolds Metals Co., 
Louisville, Ky. Produced by Reynolds 
own motion picture department in 
Louisville, the film describes the uses 
to which aluminum powders and pastes 
are put, ranging from polychromatic 
finish on automobiles to pyrotechnics 
and the coloring of a myriads business 
and household appliances. The process 
of converting bauxite into aluminum is 
described brietly so that the audience 
can better assimilate the intricate pro- 
cedures which are necessary before the 
powder is ready to be made _ into 
paints. 


Imperial Knife Catalog 


Imperial Knife Co., Inc., 14 Blount 
St., Providence, R. I., has announced 
the availability of its 1949 catalog. 


All Purpose Baster 

A stainless polished metal tube with 
wide opening soaks up gravy and 
bastes. Maker says the transparent 











heat resisting plastic part keeps grease 
and liquid out of bulb. Claimed to be 
easy to clean. Reported to be prac- 
tically unbreakable. Wecolite Co., We: 
colite Bldg., 552 W. 53rd St., New 
York City 19. 


Use Tab for Pol-mer-ik 
Linseed Oil Can 


Archer-Daniels-Midland Co., 600 Ro- 
anoke Bldg., Minneapolis, Minn., offers 
a can top tab, diecut to fit around the 
cap and inside the can edge utilizing 
the dead space on the top of the Super- 
treated Pol-mer-ik linseed oil qt. size 
can. Listed on the tab are suggested 
uses under the general theme of “101 
uses in every home.” 


‘Domes of Silence’ vi 


Robert E. Miller & Co., Inc., 35 Pcl 
St., New York City, 4, offers “Domes 
of Silence” insulated, and/or blue and 
orange cards. One set, four pieces 
on a card. Sets on counter or in bin. 
Packed 12 cards in a carton. Sizes: 
54, %, or 1 in. for all wood furniture. 
Permits furniture to glide softly, 
silently and smoothly over all the floors, 
it is reported. 
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Monitor Pump Selector 


Baker Mfg. Co., Evansville. Wis., 
offers the Monitor Pump Selector pocket 
device. A simple setting of a slide re- 





places hunting through pages of com- 
plicated tables to select the proper ca- 
pacity unit for a farmer’s well. 





Six Sizes Added 
To 'Twindow Line’ 


Pittsburgh Plate Glass Co. 632 Du- 
quesne Way, Pittsburgh 22, Pa., offers 
six new standard sizes sf Twindow, the 
double glazed picture window with 
built-in insulation. Sizes are 50% in. 
by 47% in.; 66% by 47% in.; 50% in. 
by 60% in.; 6656 in. by 60% in.; 55% 
in. by 36 in.; and 75 by 36 in. First 
four were developed for use in steel 
sash while the latter two are additions 
for use with wood sash. With the ad- 
ditions, ““‘Twindow” units are available 
in 45 sizes which may be used reversi- 
bly for 90 choices of size. Units con- 
tain two lights of quarter in. pelished 
plate glass separated by a 1% in. her- 
metically sealed dehydrated air space. 





Dietz Street Lantern 


R. E. Dietz Co., 60 Laight St., New 
York City 13, offers the 1880 street 
lantern known as the “Pioneer Estate” 
lantern. Converted from kerosene for 
electric illumination, it is designed for 
doorway, garden, drive entrance, en- 
trance walk or open porch of estates, 
suburban and farm homes. Lantern 
mounts easily on a post or bracket. 
Maker claims that the lantern faithfully 
reproduces the antique original being 
made from the original dies. Stands 22 
in. high and is finished in black enamel. 
Has a frosted glass globe large enough 
to accommodate any ordinary size bulb. 
May be furnished with clear glass globe 
if ordered. 


Cable Lock 


Reese Padlock Co., Lancaster, Pa., 
offers a cable lock consisting of a 
flexible airplane cable covered with a 
durable 
protect objects on which lock is used 


and fastens in a padlock type body of | 


aluminum with a five disc tumbler 


Vinylite plastic sheath to | 


cylinder locking mechanism. Sheath is | 
said to be resistant to wear, moisture | 


chemicals and weathering. 
length is 36 in. but it may be obtained 
in any length. One end of cable is 
permanently fastened in the body of 
the lock; other end is held in the body 
of the lock by a bolt and may be re- 
moved by turning a key. 
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Feature Milcor Pick-up 
Cart, full of Garden 
Tools, as Profitable 
“Package Bargain” 


en Sales Grow 


by leaps and bounds when you feature the 


~ 
= 
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Dozens of Uses 
Make Dozens of Sales! 


HAULING: In the Home— 
shrubs, sod, leaves, 
rakings, tools, groceries, 
laundry, etc. etc. 


On the Farm—Feed 
and grain, tools, refuse, 
manure, etc., etc. 


In Factories and Busi- 
ness—Parts, raw ma- 
terials, scrap, sweep- 
ings, supplies, etc. etc. 


PLUS OTHER USES— 
Mixing—fertilizer and dirt, 
mulches, mashes, feeds, 
etc. ete. Cooling and 
Storing—with ice for 
bottled drinks on picnics, 
etc. 


‘| Milcor Pick-up Cart 


The special work-saving appeal of the Milcor Pick-up 
Cart is the perfect springboard to profitable garden- 
ing sales. Feature it to build springtime store traffic 
that brings you a profitable volume of business. 

The handy Milcor Pick-up Cart takes the back-aches 
and head-aches out of garden chores—and does many, 
many other jobs faster and easier. Look at these 
features: 3 

Holds a lot: Big enough to take several basketfuls in 

one load. 

Easy to use: Balanced for easy handling; all the 

weight rests on the wheels. Two stands give per- 

fect stability. For loading or unloading, just tip 

front to ground. . 

Easy on the lawn: Large wheels, wide rubber tires. 

Stands Hard Knocks: Sturdy construction of heavy 

gauge sheet steel. 

You can see why the Milcor Pick-up Cart is a natu- 
ral for any home—and for farms, factories, nurseries, 
garages, and countless other spots where hauling is a 
constant problem. Stock them, feature them, and 
watch them sell. Write for free descriptive literature 
and dealer helps today. 


INLAND STEEL PRODUCTS COMPANY 





feewrary micces oem Steen Company 
4 


MILWAUKEE t WISCONSIN 


Baltimore 24, Md. * Buffalo 11, N.Y. © Chicago 9, Ill. 
Cincinnati 25, Ohio * Cleveland 14, Ohio * Detroit 2, Mich. 
Kansas City 8, Mo. * Los Angeles 23, Calif. * New York 22, N. Y. 
Rochester 9, N. Y. © St. Louis 10, Mo. 





WHAT'S NEW 








‘The Metal Cat’ 


Albia Products Co., 1 E. 42nd St., 
New York City 17, is the sole distrib- 
utor for the “Metal Cat” a mouse trap 





with a lacquer finish suggested to re- 
tail for $1. It is 5% in. in diameter, 
2's in. high and weighs 8 oz. Claimed 
to be ideal for home use; no springs, 
harmless to youngsters and pets. There 
is no necessity to see or handle mouse. 
Operate with cheese bait. When mouse 
is trapped port hole through which it 
enters the trap shuts and shows red. 
Packed 12 to a carton. 


Bendix 'Economat’ 


Bendix Home Appliances, South 
Bend 24, Ind., offers the “Economat” 
an agitator type automatic washer sug- 
gested to retail for $179.95. Washer 
features the Triple-Action Wondertub 
made of metexaloy. Said to be flexible, 
soft and durable and is guaranteed for 
five years. Economat operates with un- 
dertow washing action. floataway-flush- 
away draining and squeeze drying. It 
employs a plastic agitator, does not 
spin, therefore requiring no floor fas- 
tening, is controlled by a single dial 
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and provides two deep power rinses 
ir warm water. Undertow action pulls 
suds from the surface of the water, int 
the tube with the clothes; reported 
to pull a sheet or towel into the tub. 
Squeeze-drying results from continued 
even vacuum pressure exerted by the 
Wondertub. Weighs 165 lbs. and can 
he made portable by substituting cas- 
ters for legs. Its capacity is 8 Ib. of 
dry clothes. Unit is 24 in. wide. 24 in. 
deep and 36 in. high. 


‘Coil-Flex' 
Fish Tape 


Ideal Industries, Inc., Sycamore, Ul., 
offers a fish tape called, “Coil-Flex” 
which is reported to be easily pushed 
or pulled through any conduit bends 
allowed by electrical code. As the sur- 





face is rounded, maker claims it can 
be used in all types of conduit, includ- 
ing aluminum, without catching or 


snapping. Can be rolled into a 10 in. 
diameter circle. 


‘Norlin’ Linseed Oil 

Falk & Co., Rosslyn Station, Pitts- 
burgh, Pa., offers “Norlin,” a packaged 
linseed oil, in pt., qt., gal. and five gal. 
cans, 


Electric MallSaw 
Bevel Cut Attachment 


Vall Tool Co., 7702 S. Chicago Ave., 
Chicago 19, IL, offers a bevel cut and 
depth of cut attachment for the model 
60 electric “MallSaw.” Provides for 
bevel cuts up to 45 deg. Depth of cut 
is quickly, easily and accurately ad- 
justed from 5/16 to 1-31/32 in. on 
straight cuts and from %4 to 1-11/32 
in on 45 deg. bevel cuts, according to 
Mall Tool. Attachment which can be 
fastened to saw in a jiffy with no holes 
to drill, can be purchased separately 
for $7. Model 60 MallSaw complete 
with attachment retails for $61.95. 


‘Mom’ Richard's Flaker 


Fred Silbersberger Mfg. Co., Inc., 
1367 Newton St., N. W., Washington, 
D. C., offers “Mom” Richard’s flaker, 
which fits over the average size bowl. 
Non-slip construction, locks on the 
top of bowl, pie-plate and casserole. 
Flaking blade is scientifically placed 
in the center of the metal flaker—all 
flakes drop into the utensil. Flakes in 
both directions. Designed for prepar- 
ing cheese, carrots, beets, potatoes for 





potato pancakes, hard chocolate for 
cakes or pies. Maker says no food will 
stick, just rinse with running water; 
no wiping required. Folds flat for con- 
venient storage. 


'O-Cel-O' Sponge 
Promotion 
0-Cel-O, Inc., Buffalo, N. Y.. has re- 


leased a merchandising and advertising 
promotion to educate housewives on 
the numerous uses for the cellulose 
Merchandising consists of 
promotion folders containing reprints of 


sponges. 


the ads to be mailed in advance to all 
retail outlets and _ posters. banners, 
counter pick-up booklets, display car- 
tons and tie-in advertising mats. 


‘Easy-Serve’ 


Replogle Globes, Inc., 325 N. Hoyne 
Ave.. Chicago, Ill., offers a bed tray 
with a one-half in. metal rim extending 
completely around. Under-structure is 
all steel, legs are rubber-tipped, and 
the topboard is tempered masonite. 
Available in blue, pink and ivory and 
decorated in a floral design. Surface is 
washable. May be used as reading 


stand as top can be tilted to any posi- 
tion. Available in 12 by 20 in. for 
$3.95 and 15 by 20 in. at $4.95, 





HARDWARE AGE, JUNE 30, 1949 








The 
«C 
of spor 
equipme 
Plum 
sories ¢ 
placed « 
venience 
items in 
board a 
by the 
readily 
easily § 
stock. / 
other p 
The 
local di 
tinctive 
is use 
Jordan 
item 01 
these a 
signatu 
name, 
ground 
Larg 
are als 
ways. 
keeps | 
of tow 
what tl 
The 
chased 
unkno 
is sai 
ated s 
worke 
the Cir 
the w 





Cutle 
was 


HAR 





Inc., 
gton, 
aker, 
ow]. 

the 
role. 
aced 
all 
s in 
par- 

for 


for 


ill 


n- 


n 


sf 
f 





The Old Is Also New 


‘(Continued from page 70) 


of sporting goods and outdoor 
equipment. 

Plumbing and bathroom acces- 
sories are shown on a specially 
placed display board for the con- 
venience of customers. Sample 
items in stock are mounted on this 
board and are numbered. Selection 
by the customer is made very 
readily and the sales clerk can 
easily get one of the items from 
stock. A larger display room for 
other plumbing items is nearby. 

The firm’s advertising in the 
local daily newspaper is both dis- 
tinctive and effective. Small space 
is used very consistently. Mr. 
Jordan tries to feature just one 
item or department at a time in 
these ads. Each ad also carries a 
signature cut featuring the store 
name, white against a black back- 
ground. 

Large, well-planned billboards 
are also used on all leading high- 
ways. This type of advertising 
keeps farm, tourist and other out 
of town trade constantly aware of 
what the store has to offer. 

The hardware store was pur- 
chased by John Manley from an 
unknown businessman in 1840. It 
is said that it has been oper- 
ated since 1837. Richard Jordan 
worked for Mr. Manley prior to 
the Civil War and some years after 
the war married Mr. Manley’s 
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This upright fixture permits the 
showing of both fishing rods and 
golf clubs in one spot. A person 
interested in one sport often is a 
devotee of the other. 


daughter Susan and entered the 
hardware store as a partner. Rich- 
ard Jordan’s son, John M., is the 
president of the store today, with 
George H. Claus as vice president 
and Miss Nan Downey as secre- 
tary-treasurer. 


The firm’s 100th anniversary 
was observed in 1940. A complete 
history of the Jordan Hardware 
Co. and its owners appeared in the 
Ottawa Daily Republican Times. 
At the same time the firm pub- 
lished a full page of merchan- 
dise bargains—a two-color ad. 


Cutlery sales have doubled since this new fixture 
was installed in a prominent center aisle location. 
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RECESSED HEAD 
SCREW DRIVERS 


29° 


peer Cut Flutes 





To sell at 






Enamel Finish 


qh; Baked 


4 Knurled Heavy 


Ferrule 


a Tempered Steel 


You’d never believe that 
anyone could turn out 

so fine a tool at so low 

a price! The handles are of 
glossy cherry red hard- 
wood, the blade of tem- 
pered steel, and points are 
available to fit all sizes 
of cross head screws. 


Jobbers: Write for 
wide-margin catalog 
pages & free samples 
for your salesmen. 





Govt. Spec. to fit 
all cross head screws 


NO. POINT BLADE 

1227 Point one fits #4 & smaller 3'* x 3/16" 
1228 Point two fits #4 to #10 a" xa" 
1229 Point two stub fits #4 to #10 I'/2"' x4" 


Every month we're promoting Fuller quality 


in ‘‘Popular Mechanics’ and ‘Popular Science"’. 


FULLER TOOL CO., INC. 


World's Largest Producers of 
Unbreakable Amber Handle Tools 


905 Faile Street New York 59 
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NEW DIRECTOR OF SALES | 
| Bros. & Co., Memphis, Tenn.; 


FOR JACOBSEN MFG. 


Oscar T. Jacobsen, president | 


of Jacobsen Mfg. Co., Racine, 


Wis., has announced the appoint- | 


ment of M. J. 





M. J. WALKER 


tor of sales. This newly created 
position brings together under 
one head the sales and merchan- 
dising policies of the Jacobsen 
Mfg. Co. and _ its 
the Worthington Mower Co., of 
Stroudsburg, Pa., and the Johns- 
ton Lawn Mower Corp., of Ot- 
tumwa, Jowa. 

Prior to this appointment, Mr. 
Walker vice president in 
charge of sales of Pioneer Gen- 
E-Motor Corp. Products of Chi- 
Pre-war he was sales man- 
ager of the Eclipse Lawn Mower 
Co. 

Mr. Walker’s headquarters 
will be at the general offices of 


was 


cago. 


the company at Racine. 


Walker as direc- | 


| Philip J. Woodward, 


| announced recently the following 


THREE SPEAKERS ADDED | 


TO NRHA 50TH CONGRESS 
PROGRAM, JULY 11-14 


As was announced in the June 
2 issue, the 50th annual meeting 
of the National Retail Hardware 
Association will be held at the 
Hotel Statler in Boston, July 11 
through 14, and it will empha- 
size the theme, “Patterns for 
Profit.” Other speakers who 


| been 
| 


mund Orgill, Orgill , 


president 
Meade general sales 
manager, Stamford Division, | 
The Yale & Towne Mfg. Co., 
both of whose subjects will be 
announced at a latter date and 
attorney, 
Boston, Mass., “If You Should | 
Die Tonight.” 

The entertainment program 
includes a boat ride on Tuesday 
afternoon and evening and an 
old-fashioned New England clam 
bake at Marblehead. Also a 
golf tournament at Woodland | 
Golf Club, Wednesday afternoon, | 
sightseeing tours and a baseball 


Johnson, 


game. 


V. P. STRITE, VICE-PRES., 
DIRECTOR OF SALES 
AMER. SAFETY RAZOR 
Milton Dammann, chairman of 

the board of the American Safety 

Razor Corp., Brooklyn, N. Y., 


appointments as vice presidents 


of the corporation. 

Victor P. Strite has been ap- 
pointed vice president and direc- | 
tor of sales. Mr. Strite, who has | 


.». . | been with the corportion for 27 
subsidiaries, | 


years, was West Coast super- | 
visor prior to becoming general 


sales manager in 1944, ° 








VICTOR P. STRITE 
Edwin B. de Mesquita has 
appointed vice president | 
and assistant to the president of | 


have been added to the roster| the corporation. Up to the time | 


of the program include: 
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Ed-! of this appointment he was assis- | 





EDWIN B. de MESQUITA 


tant to the executive vice presi- 
dent. Mr. de Mesquita joined 
the Amercan Safety Razor Cor- 
poration in 1932 in the export 
department, and until 1938 was 
in charge of advertising and pur- 
chasing in the London branch. 
Returning to America he became 
associate advertising director of 
the corporation, a position he 
held until entering the Navy in 
1944, 


J. P. STRANGE DEEPFREEZE | 

REGIONAL SALES MGR. | 
FOR SOUTHERN AREA | 

J. P. Strange appointed Deep- | 
freeze regional sales manager | 
Deepfreeze Division, Motor Prod- | 
ucts Corp., North Chicago, III., | 
has announced the appointment 
of John P. Strange as regional | 
sales manager for the Southern | 
region. He sweceeds Thoben F. | 
Elrod, recentiy resigned. 


Mr. 


Strange was _ previously 


southern region. 


NAME EASTERN DISTRICT 
MGR. FOR DETROIT- 
MICHIGAN STOVE 


The appointment of B. M. De- | 
Bee as district manager, Eastern 


Division of Detroit-Michigan 
Stove Co., was announced by 
John C. Pankow, director of 
sales. Mr. DeBee will work un- 


der C. M. 
visional sales manager. 





Jewell, Eastern di- 


L. C. TRUESDELL RESIGNS 
| FROM HOTPOINT INC. 


| 

| Leonard C. Truesdell has re- 
| cently announced his resignation 
as marketing and merchandising 
| vice-president of Hotpoint, Inc., 
a General Electric affiliate, Chi- 
cago, to head his own marketing 
services corporation. Mr. Trues- 
dell stated that “organizational 
details and of the new 
company’s functions and services 
will be announced shortly. 


scope 








LEONARD C. TRUESDELL 


Mr. Truesdell’s 25 years’ ex- 
perience in the major home ap- 
pliance business was climaxed 
by Hotpoint’s major appliance 
dollar yolume rising to third po- 
sition in the appliance field. 

NEW ENGLAND SALES 

MGR. NAMED BY 
F. O. PIERCE 


Rolland C. Munier, sales man- 


Reece | ager of the F. O. Pierce Co., has 
| district sales manager for the | 


announced the appointment of 
William Rosenthal as the firm’s 
sales representative for paints 
and varnishes in the New Eng- 
land territory. 

Mr. Rosenthal is a graduate 
of Boston University. During the 
war he served with the Navy 
and had completed 11% years in 
the Naval V-5 Flight Training 
program at the close of hostili- 
ties. 

He will make his headquarters 


at 10 Hummock Road, N. 
Quincy, Mass. 
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TELECHRON MARKETING | 
MANAGED BY WOODWARD | 


The appointment of Russell 


T. Woodward as manager of mar- | 
keting has been announced by | 
Inc.. 


Telechron, Ashland, Mass. | 





RUSSELL T. WOODWARD 


Mr. Woodward is widely 
known in the electric clock and | 
synchronous motor and_ timer 
fields, having spent some 16 
years in various sales capacities 
with Telechron, Inc. Before 
joining the home office executive 
staff, Mr. Woodward served for 
many years as sales representa- 
tive and manager of the Tele- 
chron Division office at Cleve- 
land, Ohio. 

In 1946 he was appointed | 
manager of Standard Clock 
Sales with hearquarters at Ash- 
land. Subsequently he served as 
manager of the industrial divi- 





sion. 
In his new capacity, he will 
be responsible for all Telechron 


sales, advertising and promo- 
tional activities including the 


standard clock, advertising clock 
and industrial motor and timer 
divisions, 


CHICAGO METALLIC 
APPOINTS STRICKLAND 
MERCHANDISE MGR. 
The recent appointment of | 
John D. Strickland as merchan- 
dising manager for Bake-King 
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tinware, Bake-King aluminum- 
ware and Ash-Away smokers has 
been announced by Chicago 


Metallic Mfg. Co., 3711 S. Ash- | 


land Ave., Chicago, Ill. 


Mr. Strickland has operated | 


his own business from Los An- 
geles for the past five years, 
covering the southern 
coast states. Prior to that time, 
he was housewares 


Pacific | 


buyer for | 
| Sears, Roebuck & Co., and previ- 


ously had been connected with 


Sears’ retail stores. 

In his new capacity, Mr. 
Strickland will direct factory to 
trade contacts throughout 
country and will supervise mer- 
chandising activities. 

R. E. MARSHALL BECOMES 

WORTHINGTON PUMP 

SECRETARY 


At a recent meeting of the 
board of directors of Worthing- 
ton Pump & Machinery Corp., 
Harrison, N. J., Robert E. Mar- 
shall was elected secretary of 
the corporation, succeeding the 
late C. Neal Barney. 

Mr. Marshall was admitted to 
the New York Bar in 1937 and 
to the New Jersey Bar in 1942 
and has been asociated with the 
corporation since 1947, serving 
as a member of the Legal Depart- 


ment, Counselor on Industrial 
Relations, and assistant secre- 
tary. 

Mr. Marshall’s headquarters 


will be at the corporation’s New 


York offices at 2 Park Ave. 





ROBERT E. MARSHALL 


1949 


| convention 


the | 


| with the Woolworth organization 





} 
| 
| 
| 
| 
| 
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G. EDRINGTON 


NAME W. G. EDRINGTON 
DAZEY GEN. SALES MGR. 


The Dazey Corp., St. 
Mo., has announced the appoint- 
ment of W. G. Edrington as gen- 
eral sales manager. Mr. Edring- 
ton until recently was divisional 
sales manager of the Ecko Prod- | 
ucts Co. of Chicago. He was 
formerly in charge of the variety 
and housewares of Rice-Stix Co., 
of St. Louis and was associated 


Louis, 





for 18 years as store manager in | 
various states. At the same time | 
Miss Adele J. Berkle ap- 
pointed assistant sales manager. 
Miss Berkel has been with Dazey 
24 years. 


was 


AM. HDWE. MFR’S. ASS’N. 
NAT’L. WHOLESALE HDWE 
TO MEET OCT. 10-13 


The ninety-seventh semi-an- 
nual convention of the Ameri- 
can Hardware Manufacturers’ 
Association and the 55th annual 
of the National 
Wholesale Hardware Association 
will be held jointly in Atlantic 
City during the week of Oct. 10 
through Oct. 13. Headquarters 


of both associations will be 
at the Marlborough-Blenheim, 


where all meetings will be held. 
Co-operating hotels will be the 
Claridge, Brighton, Dennis, Shel- 
burn and Traymore. 

Requests for room reservations 
should be made to the hotels di- 
rect. 


ELECT FRED J. BIEBER 
VICE-PRES. FOR CASCO 


At the recent annual stock- 
holders’ meeting of Casco Prod- 
ucts Corp., Bridgeport, Conn., 





FRED J. BIEBER 


Fred J. Bieber was elected a di- 


| rector and a vice-president. 


In the early part of his busi- 
ness career he was connected 
with the Bausch & Lomb Optical 
Co., Rochester, N. Y. He was 
then affiliated with the V & O 
Press Co., Hudson, N. Y., in an 
executive engineering and sales 
capacity. He joined the Scovill 
Mfg. Co., Waterbury, Conn., in 
the capacity of supervisor of 
manufacturing engineering. Prior 
joining Casco he was con- 
nected with Remington Rand, 
Inc., as chief-engineer in charge 
of its general production engi- 
neering division. He has been 
associated with Casco in the ca- 


to 


pacity of works manager. 

The newly elected board of 
directors of Casco for the next 
year are: J. H. Cone, president; 
Bert G. Cochrane, vice-president; 
L. E. Fenn, executive vice-presi- 
dent; E. T. McCarthy, vice- 
president and controller; Fred 
J. Bieber, vice-president; E. F. 
Klein, treasurer; A. G. Wels, 
secretary; B. R. Mynus, produc- 
tion manager; J. J. Reidy, sales 
division; 


manager, appliance 
Samuel Cone; R. W. Sinclair, 


Detroit, sales manager car manu- 
facture sales. 
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E. S. Phillips Marks 25th Year 
As President of Devoe & Raynolds 


Elliot Schuyler Phillips, chair- | 
man of the board and president | 
of Devoe & Raynolds Co., Inc., 


| director and 





ELLIOT S. PHILLIPS 


New York City, celebrates his 
25th year as head of the 195- 
year-old paint company this 
month. 

Mr. Phillips began his career 
with Devoe & Raynolds while a 


| 1919 to 1923. 





student at Yale working during 


the summer vacations. In 1915 
he became a permanent’ em- 
ployee. In 1922 he was made a 
vice-president of 
the company. He was promoted 
to general manager a year later 
and in 1924 he was elected presi- 
dent. His father, William H. 
Phillips, was president from 


When Mr. Phillips assumed 
the leadership of the paint man- 
ufacturer, its sales were $10,- 


000,000. Under his management | 
each | 
1948 attained the | 


the sales have increased 
year and in 
$42,000,000 work. 

During the years of his lead- 
ership, Devoe & Raynolds has 
added the Jones-Dabney Co., 
Beckwith-Chandler Co., Truscon 
Laboratories; Wadsworth, How- 
land & Co., Peaslee-Gaulbert 
Paint & Varnish Co., and The 
Bishop-Conklin Co. 

Elliot Phillips is a member of 
the Industrial Committee of 
Commerce & Industry Associa- 
tion of New York and a member 
of the Advisory Board of the 
Manufacturers Trust Co., New 
York City. 





=—— ————____ 





APPOINT H. G. WILD 
EASTERN ZONE MGR. 
FOR PORTER-CABLE 


The Porter-Cable Machine Co., 
Syracuse, N. Y., has announced 
the appointment of H. G. Wild 
as eastern zone manager. 

Mr. Wild was formerly Cen- 
tral New York district sales rep- 
resentative. He is a member of 
the American Society of Tool 
Engineers and the New York 
State Retail Hardware Asso- 
ciates and has been with Porter- 


Cable since 1939. 
Under the direction of J. 
Proven, general sales manager, 
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Mr. Wild will have charge of 
sales policies governing the dis- 
tribution of Porter-Cable prod- 
ucts on the eastern seaboard, in- 
cluding New York State, the 
New England states, Pennsyl- 
vania, and the Cleveland area. 


SYLVANIA ELEC. FORMS 
CANADIAN SUBSIDIARY 


A Canadian subsidiary to man- 
ufacture fluorescent lamps and 
other lighting equipment has 
been formed by Sylvania Elec- 
tric Products, Inc., New York 
City., it was announced recently 
by Don G. Mitchell, president 
of the parent company. 

To be known as Sylvania Elec- 
tric (Canada) Ltd. the new 
company has leased a plant from 
the city of Drummondville in 
the Province of Quebec. 

F. J. Healy becomes president 
of the new Canadian company; 
R. H. Bishop, vice-president; 
William O’Keefe, secretary; and 
M. F. Balcom treasurer. Mr. 
O'Keefe, who is general fore- 
man at the Danvers, Mass., plant 
of Sylvania Electric Products, 
Inc., will manage the Canadian 
plant, while J. C. Hicks, former- 
ly Kansas City, Mo., division 
manager, has been named as 
sales manager, with offices in 


| Montreal. 




















Tuar’s the kind we can give you, if 
you manufacture a builders’ hardware 
or tool product. 


Our organization has a record of suc- 
cessful distribution through established 
jobbers, contract hardware dealers, hard- 
ware retailers and chain lumber yards 
throughout the U.S. Our 25 salesmen 
cover every major market in every state, 
every month. 

In the past few years we have built 
record volume for a number of manu- 
facturers. Our experience and know-how 
are now available to others who want 
this same kind of volume. 


Convincing proof of our ability to dis- 
tribute your line is in the many millions 
of dollars in gross business we are selling 
for others. 

If you want action in distribution, 
we can give it to you. We can ware- 
house your product... advertise it... 
sell it! For details, write us—today—on 
your own letterhead. 


_ oT ko 


INDUSTRIES 64 


1107 East Eighth Street, Los Angeles 21, California 
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Low cost, 
easy 2-hole 
installation, 
save up fo 
20% 


*...and with Kwikset’s unconditional 
guarantee, builders can’t go wrong!”’ 


— Says RAY HOMMES, president of Rayart Construction Company, developers 
of Norwalk Gardens and other Southern California housing projects. 





KWIKSET JIG—Clamps on quickly, 
holds tight. Assures exact right-angle 
holes. Speeds installation! 


Distributed by 


PETKO INDUSTRIES, INC. select territories. Write for details. 


1107 East Eighth Street 
Los Angeles 21, California 


LOCKSETS 


Kwikset Locks are a credit to the home 
—and to the builder or contractor who 
puts them there. Cleanly designed, 
handsomely hand-finished in polished 
or satin brass, bronze or chrome, more 
than 4,000,000 of them now are in use 
in American residences! 
Cost is low...engineered craftsman- 
ship makes volume production practical 
.and easy 2-hole installation cuts 
labor and time to a minimum on the job. 
Quality is high... Kwikset working 
parts are of brass stampings or pressure- 


400A —5-pin tumbler entry locking set for exterior doors. 







cast Zamak No. 5, the rugged, high-test 
alloy that stands up under years of 
heavy service.* Kwikset Locks are 
unconditionally guaranteed against 
defective materials or workmanship! 

Authentic design for every traditional 
or modern residence. Available for all 
standard installations and in all popu 
lar U.S. finishes. Deadlatch optional. 
Write for file-size catalogue. 


*Tensile strength, 45,400 Ibs./sq. in.; compres 
sion strength, 87,000 Ibs. /sq. in.; impact strength, 
18 ft. lb. 


Manufactured by KWIKSET LOCKS, INC. Anaheim, California 


Please send me complete information on Kwikset locksets and name of my 
nearest dealer. NOTE: Openings for distributors are still available in a few 


Name 


HA-3 





Street & No 


___Company_ 


City re 
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Order Post Exchanges to Collect Excise 
Tax Not Later Than Aug. 1 and Sell 
Only to Specified Authorized Persons 


Hearings in Washington bring criticism over lack of control 
over ‘‘this billion dollar business which has grown up as part 
of the government.’’ House of Representatives Armed Ser- 
vices Committee and Post Exchange-Ships’ Stores investigat- 
ing sub-committee regards excise tax collection as ‘‘only the 
beginning” of further controls on Post Exchange sales. 


(Washington Bureau 

of HARDWARE AGE) 
Retail dealers’ efforts to trim 
the expanded operations of post 
exchanges and ships’ stores bore 
their first results on June 8, with 


the announcement by the Army, | 


Navy, and Air Force that Fed- 
eral excise taxes will be collect- 
ed by the service stores begin- 
ning not later than Aug. 1, 1949. 
“It looks like we are begin- 
ning to get somewhere,” Repre- 
sentative Vinson (Democrat, 
Georgia) told Assistant Secretary 
of the Navy John Koehler in 
commenting on the decision to 
start collecting the 20 per cent 
federal excises. But a majority 
of members of Mr. Vinson’s 
Armed Services Committee of 
the House of Representatives 
and the post exchange-ships’ 
stores investigating subcommit- 
tee headed by Representative 
Philbin (Democrat, of Massa- 
chusetts) regard the tax conces- 
sion as “only the beginning.” 
Prior to the June 8 decision 


on taxes, post exchanges and 


ships’ stores had been under the | The new list of hardware items 
: ° ’ . | . 
subcommittee’s fire for a period| which may be stocked by the 


of several weeks because of the! 
unfair competition they afforded | 
hardware dealers, appliance dis- 
tributors, and other privately | 
owned stores. 


| pers, cutlery, and 


Objections 


Among the objections and 
complaints voiced by both in-| 
dustry and government witnesses 
at the hearings which began 
late in May were: (1) The Fed- 
eral Government is competing 
unfairly with private enterprise. 
(2) Articles are being sold with 
disregard to the intent of Con- 
gress, including the controversial 
“special order” provision which 
enables military personnel to ob- 
tain items not regularly stocked 
in the service stores. (3) Un- 
authorized personnel are acquir- 
ing merchandise through the ser- | 
vice stores. (4) The operating 
costs borne by private enterprise 
(taxes, occupancy, light, heat, 
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considered in| 
. | 
from _ service 


,; etc.) are not 
evaluating profits 
stores’ transactions. (5) Excise 
tax laws are flaunted. (6) The 
| Fair Trade law prices estab- 
lished der the Miller-Tydings 
Act are flaunted. (7) Account- 
|ing procedures of the service 
stores are not subject to review 
and audit by the Comptroller 
General. 

In addition to agreeing to start 
the collection of the excise taxes 
hardware, electrical appli- 
luggage, jewelry, and 
other products, Mr. Koehler an- 
nounced that the Army, Navy 


on 
ances, 








and Aair Force had agreed upon 
a central list of about 230 items 
to be stocked in post exchanges 
and ships’ service stores within | 
the continental limits of the | 
United States, 

As far as the hardware trade 
is concerned, the new list pre- 
sents reduced price limitations 
on about a dozen different groups 
| of hardware goods. 





Hardware Items 


service stores and the new retail 
price limit follows: accessories, 
kitchen, such as pots, pans, 
bowls, pitchers, can openers, 
spatulas, egg beaters, food chop- 


paper prod- 


ucts; bags, garment and laun- 
dry; bathroom fixtures and ac- 
cessories, such as mats, towel 


bars, glass holders, tooth brush 
holders, fixture covers, hampers 
($10 limit) ; blankets, sheets and 
pillow cases; cleaning and main- 
lenance equipment and supplies, 
($15 limit per item); clocks, 
travel, alarm ($15 limit) ; dinner- 
ware ($12.50 limit per set) ; elec- 
trical appliances ($35 limit) ; 
electrical supplies, such as lamps, 


plugs, outlets, and wire;  flat- 
ware ($35 limit per set); 


glasses, drinking ($0.25 limit) ; 
hangers, clothes; lamps, table, 
desk, or bed ($10 limit) ; linens, 
table ($10 limit per set); phon- 





ograph records and needles; ra- 


dios, any type ($85 limit); rec- 
ord players ($35 limit); sewing 
accessories; washing machines 
(small portable type, $30 limit) ; 
window curtains, and shades, ex- 
cept Venetian blinds; bags, 
sleeping, including air  mat- 
tresses; belts, money; flash- 
lights, bulbs, and batteries; toi- 
let kits; locks; luggage, includ- 
ing trunks, foot lockers, duffle 
bags ($40 limit); scissors; shoe 
cleaning supplies; shoe trees; 
wallets ($5 limit); photo- 
graphic equipment and supplies 
($75 limit per item); recrea- 
tional equipment and _ supplies, 
including athletic equipment 
($80 limit per item.) 


No Reduction in Number 

The new centralized list does 
not represent any reduction ‘in 
the number of items on the lists 
previously in effect for Army and 
Air Force exchanges or for 
Navy ships’ service stores. But 
as long as the services “special 
order” system remains in effect, 
any item not carried on the com- 
bined list may be obtained on 
special order, provided the sell- 
ing price is not over $300. 

Rowland Jones, Jr., president, 
\merican Retail Federation, told 
the subcommittee the history of 
post exchanges bears out the 
fact that the Congress intended 
service stores to supply only “ar- 
ticles of small personal needs”— 
not refrigerators, furni- 
ture, jewelry, perfumes and cos- 
metics; “a veritable cornucopia 
of consumer goods equal in vari- 
ety and quality to the inventory 
of a department store.” 

Retail merchants offered no 
criticism during World War II 
when military stores were ex- 
panded to an unprecedented ex- 
tent to accommodate service per- 
sonnel who sought the privilege 


stoves, 


of purchasing the merchandise to 


which they were accustomed in 
civilian life, Mr. Jones pointed 
out. But retailers visualized this 
development as a temporary ex- 
pedient and as an incentive to 
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the 


termination of 
war emergency, he added. They 
anticipated that the activities of 
these military stores would be 
substantially reduced after tlie 


hasten the 


war. 

“Instead,” he said, “military 
stores have expanded since 1919 
until today they constitute big 
business in the most dramatic 
sense of the term. With stocks 
of merchandise comparable to 
those of a modern department 
store and through special order 
privileges, it is possible to pur- 
chase almost unlimited varieties 
of merchandise having little, ii 
any, relation to ‘articles of small 
personal needs.’ ” 


“Big Business” 


Clifford C. Witchell, represent- 
ing the San Antonio, Texas, Re- 
tail Merchants Association, 
stated that post exchanges and 
ships’ service stores are “a big 
business.” He said that, “in July 
of last year, the five Army bases 
near San Antonio recorded sales 
of more than a million dollars,” 
he declared. “I think you will 
agree that is really big business.” 

Edward C. Sullivan, National 
Retail Dry Goods Association, 
urged the House members on 
the committee to take immediate 
action to remove the service 
stores from competition with pri- 
vate businessmen. “The PX op- 
eration, with no competition 
whatever, is a blundering deficit 
operation and this fact should be 
clearly recognized by the Con- 
gress,” he declared. The ex- 
changes, he said, ,struggle con- 
tinuously to continue reaching 
their six per cent net profit goal, 
which is required by law. 

“We retailers, by dint of con- 
tinuous and concentrated effort, 
by unceasing and _ never-ending 
practice of diligent economy, 
after Federal, state, and local 
taxes, payroll, unemployment, ex- 


cise and inventory taxes, and 
after paying rent for space we 
occupy, for light, heat, and 
power we consume, and after 
paying haulage, handling, truck- 
ing, warehouse charges, ad 
vertising and sales promotion 


expenses, to say nothing of de- 
preciation, obsolescence, and in- 
surance charges, and after mak- 
ing expected contribution to 
national and local charities, earn 
a net 3.7 cents per dollar of 
sales, and we do that in the face 
of real competition,” he stated. 

The public hearings also in- 
cluded testimony from Charles E. 
Johnson, of the General Account 
ing Office, who said that the 
Comptroller General had “for 
some time past” been “deeply 


1949 








concerne¢ 
of fiscal | 
over this 
which hz 
of the g 
troller ¢ 
vinced th 
tion wha' 
of post e: 
vice stor 
trols ap 
instrumer 
ment,” h 
He adc 
of the Ge 
had _ beer 
from pos 
tempting 
accounts. 
us to det 
shortages 
said. 


The fu 
“Policies 
Operation 
tivities” ; 
8 by the 
Force, fo 

mm 
agreed to 
Federal r 
later tha 
H.R. 313 
not becor 
lier date. 
quire the 
lect exci: 

(2) A 
special o 
lished or 
ing pron 
exchanges 
stores. 

(3) T 
agreed th. 
tivities, « 
Air Forc 
will be « 
taining b: 
purchase 
and suppl 
governme! 
light, pov 
Army anc 
missaries 
make sale 

(4) A 
resale ite 
changes 4 
located vy 
United § 
An addit 
pared fo: 
the terri 
Alaska. 

(5) A: 
patrons f 
ships’ ser 
missaries 
has been 
tional \ 
(a) Wid 
Force pe 
ular pers 
Force ret 


HARDW 





of the 
d. They 
ivities of 
rould be 
fter thie 


“military 
nce 1915 
tute big 
dramatic 
h stocks 
rable to 
partment 
ial order 
» to pur- 
varieties 
little, if 
of small 


epresent- 
xas, Re: 
ociation, 
ges and 
, “a big 
“in July 
ny bases 
led sales 
dollars,” 
you will 
usiness.”” 
National 
ociation, 
bers on 
imediate 
service 
with pri- 
PX op- 
ipetition 
g deficit 
1ould be 
he Con- 
The ex- 
zle con- 
reaching 
fit goal, 
w. 
of con- 
1 effort, 
r-ending 
conomy, 
d_ local 
lent, ex- 
2s, and 
ace we 
t, and 
d after 
, truck- 
s, ad 
omotion 
of de- 
and in- 
sr mak- 
ion to 
“Ss, earn 
llar of 
he face 
stated. 
Iso in- 
irles E. 
ccount 
at the 
d “for 


‘deeply 


1949 





concerned at the complete lack 
of fiscal control by the Congress 
over this billion dollar business 
which has grown up as a part 
of the government. The Comp- 
troller General is firmly con- 
vinced that there is no justifica- 
tion whatever for the exemption 
of post exchanges and ships’ ser- 
vice stores from the fiscal con- 
trols applicable generally to 
instrumentalities of the govern- 
ment,” he declared. 

He added that representatives 
of the General Accounting Office 
had been “physically excluded” 
from post exchanges when at- 
tempting to examine books and 
accounts. “It is impossible for 
us to determine when there are 
shortages or discrepancies,” he 
said. 


The Text 


The full text of the combined 
“Policies and Procedures in 
Operation of Military Resale Ac- 
tivities” as announced on June 
8 by the Army, Navy and Air 
Force, follows: 

(1) The armed forces have 
agreed to begin collection of the 
Federal retailers’ excise tax not 
later than August 1, 1949, if 
H.R. 313 is not enacted or does 
not become effective on an ear- 
lier date. (H.R. 313 would re- 
quire the service stores to col- 
lect excise taxes.) 

(2) A $300 cost limitation on 
special orders has been etab- 
lished or is in the process of be- 
ing promulgated, for all post 
exchanges and_ ships’ service 
stores. 

(3) The armed forces have 
agreed that all military resale ac- 
tivities, other than Army and 
Air Force sales commissaries, 
will be operated on a self-sus- 
taining basis with respect to the 
purchase of operating equipment 
and supplies and payment to the 
government for heat, water, 
light, power and other utilities. 
Army and Air Force sales com- 
missaries are required by law to 
make sales at cost. 

(4) A single list of authorized 
resale items for all post ex- 
changes and ships’ service stores 
located within the continental 
United States will be adopted. 
An additional list will be pre- 


pared for activities located in 
the territories of Hawaii and 
Alaska. 





(5) A single list of authorized 
patrons for all post exchanges, | 
ships’ service stores, sales com- 
missaries and commissary stores | 
has been prepared for the Na- | 
tional Military Establishment. 
(a) Widows of Army and Air 
Force personnel. (b) Noa-teg: | 
ular personnel of Army and Air | 
Force retired for physical dis- | 
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ability. Parallel policies with re- 
spect to the categories of per- 
sonnel listed in (a) and (b) 


above cannot be applied to Army | 


and Air Force commissaries 
without changes in applicable 
existing statutes. (c) The ex- 


tension of special order privi- 
leges to Army and Air Force 
personnel on the retired list is 
under consideration. (d) Certain 
post exchange and ships’ service 
privileges are extended to re- 
serve components of the armed 
forces. A study is being con- 
ducted for the purpose of estab- 
lishing parallel policies with ref- 
erence to the privilege extended 
to this class of personnel. The 
Navy, Air Force and Marine 
Corps desire to extend all ex- 
cept special order privileges to 
reserves on active duty in excess 
of 24 hours and less than 15 
days. All services consider that 
all privileges should be extended 
to reserves on active duty in ex- 
cess of 15 days. 

(6) The armed forces have 
agreed that all authoriezed pa- 
trons, other than military person- 
nel, will be identified by means 
of a post exchange or ships’ ser- 
vice identification card. The 
official identification card will 
be accepted as proper identifica- 
tion for all military personnel. 

(7) A sales slip will be used 
by all post exchanges and ships’ 
servce stores to record the sale 


of single items bearing a sales 
price of $5 or over. These sales 


slips will bear a certification to 
the effect that the item pur- 
chased is for the personal use of 
the purchaser. 

(8) All purchases by individ- 


Navy and Marine Corps commis- 
sary stores will be made for cash, 
except where charge sales are 
specifically authorized in 
by the departments 


seas areas 


concerned. 
Differences in Operation 


In addition to the foregoing, 
the following differences in the 
operation of military resale ac- 
tivities have been scheduled for 
study. Parallel policies, proce- 
dures and methods will be es- 
tablished if considered desirable 
after analysis: (1) 
tional structures of the 


post 





over- | 


Organiza- | 


exchange and ships’ service sys- | 


tems. (2) Social Security bene- 
fit programs for em- 
ployees of post exchanges and 
ships’ service stores. (3) Stand- 
ardization of services made avail- 
through post 
ships’ service stores. 


civilian 


able 


and (4) 


exchanges | 


The provision of services such | 


as barber, cobbler, and _ tailor 
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ual patrons from the Army and | "“@se 


Air Force sales commissaries and | 


through concessionaire 
tions. (5) Standardization of 
definitions of terminology appli- 
cable to the operation of mili- 
tary resale activities. (6) Estab- 
lishment of a single list of re- 
sale items for Army and Air 
Force sales commissaries and 
Navy and Marine Corps commis- 
sary stores. (7) Differences in 
the computation of overhead (di- 
rect and indirect) by Naval and 
Marine Corps uniform shops and 
the Quartermaster 
(8) The establishment of a uni- 
form procedure for the issuance 
and control of commissary per- 
mits. 


sales 


UNION MALLEABLE MFG. 
COMPLETES EXTENSIVE 


MODERNIZATION 
PROGRAM 
The Union Malleable Mfg. 
Co. and its subsidiaries oi Ash- 
land, Ohio, has recently an- 
nounced the completion of a 


half-million dollar modernization 
program in its workings. 
Started in 1943, the program 


was interrupted for two years | 
during World War II while 


Union Malleable was engaged in 
producing war materials. 

The advanced modern Jabora- 
tory in conjunction with its new 
operations is reported to control 
the uniformity and quality of the 
“U” brand line from raw mate- 
rials to finished fittings. 

Since the completion of its 
new facilities Union Malleable 
has extended a cordial invitation 
to all wholesalers, master plumb- 


ers and others interested in see- | 


plumbing 
the 


how fittings for 
are made to 


plant at Ashland, Ohio. 


ing 


visit 


PEERLESS MFG. NAMES 
TWO DIV. VICE-PRES.’S 


F. W. Carter, president of 
Peerless Mfg. Corp., Louisville. 
Ky., has recently announced the 


appointments of D. F. Springer 





D. F. SPRINGER 


stores. | 


opera- | 





T. D. BROMLEY 


| as vice-president in charge of 
sales of the fireplace-builders’ 
supply division and T. D. Brom- 
ley, as vice-president in charge 
of sales of the gas-fired heating 
division. 

Mr. Springer has 
the company since 1924 and in 
the intervening years has been 
having 
section 
Mr. 


sales 


been with 





| . 
a territory salesman, 


worked in almost every 
of the nation. In 1941 
Springer was appointed 
manager of the fireplace division. 
Mr. Bromley joined Peerless in 
1940 in a promotion ca- 
pacity and after returning from 
the was named sales 
manager of the gas heating di- 
vision, 


sales 


service 


GENERAL DETROIT BUYS 
FIRE HOSE MFG. Co. 


The General Detroit Corp., 
| Detroit 32, Mich., and its affil- 
| iate, The General Pacific Corp., 
| have announced the purchase of 
| the Fire Hose Manufacturing Co. 
Patterson, N. J.—manufac- 
| turers of unlined linen Under- 

writers yellow labeled fire hose. 

Newly appointed manager of 

the Patterson plant is C. W. 
Abele, formerly New York divi- 
sional sales manager of The Gen- 
eral Detroit Corp. Mr. Abele 
will continue to function as the 
corporation’s export manager, in 
addition to other duties. The new 
plant will increase to seven the 
owned by 





lrof 


number of factories 
The General Detroit 
various parts of the United States 


Corp. in 


and Canada. 

In addition to fire hose, The 
General Detroit Corp. manufac- 
tures a complete line of portable 
fire extinguishers, including car- 
dioxide, vaporizing liquid, 
soda-acid, foam, and non-freeze 
pump types—all Underwriters’ 
approved. An affiliate, The Gen- 
| eral Fire Truck Co., manufac- 
fire equipment. 


bon 


| tures motorized 
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HOTPOINT COMPLETES 
PLAN TO EXPAND 
PRODUCT SERVICES 

Hotpoint, Inc., 5600 W. Tay- 

lor St., Chicago, Ill, has re- 
cently completed a program to 





DEWEY B. RHINEHART 


expand its product service fa- 
cilities in keeping with over-all 
production and marketing ex- 
pansion, according to David C. 
Marble, product service division 
manager. 

The division occupies new fa- 
cilities containing 165,000 sq. 
ft. which is an increase of 115,- 
000 sq. ft. Dewey B. Rhinehart 
has been appointed assistant 
manager of the division and 
will direct service operations for 
the distributor and field organi- 
zations. He was connected with 


Frigidaire, heading the technical 
division of the service depart- 
ment, 

The  division’s he: dquarters 
management personnel includes 
also: A. F. Deering, manager 
customer service and parts de- 
partment and FE, H. Ruesch, 
manager technical and training 
section. 

Since May, 1946, the product 
service division has been con- 
ducting an intensive training 
program on all products con- 
sisting of two-week meetings for 
every distributor product service 
manager. 

More than 50 meetings, at- 
tended by 3000 dealers and 
their service specialists, have 
been held since the first of the 
year to introduce the company’s 
automatic clothes washer. 





THOR PROPOSES 
ELECTION OF FOUR 
BOARD MEMBERS 


The management of Thor Corp., 
recently proposed the election of 
four new members to its board 
of directors at the company’s an- 
nual meeting, 

They are Harold L. Boyle, vice 
president and a director of Deere 
& Co., Moline, Ill, John W. 
Breathed, vice president and a 
director of Cudahy Packing Co., 
Chicago; Robert A. Carr, presi- 
dent of Dearborn Chemical Co., 
Chicago, and Jay N. Whipple, 
partner of Bacon, Whipple & Co., 





Chicago investment bankers. 





Mr. Whipple currently is serv- 
ing a three-year term on the 
Board of Governors of the New 
York Stock Exchange. 

Nominated for re-election to 
the board were Raymond J. Hur- 
ley, its chairman; John R. Hur- 
ley, company president, and Wil- 
liam A. Ryan, partner of Isham, 
Lincoln & Beale, Chicago attor- 
neys. 


—1+—_ 


BUHL SONS ELECT 
Cc. H. BUHL, PRESIDENT 


At its annual meeting held re- 
cently, Buhl Sons Co., hardware 
wholesalers, P. O. Box 1378, De- 
troit 31, Mich., elected C. H. 
Buhl, president. Other officers 
elected simultaneously include: 
A. H. Buhl, senior vice-presi- 
dent; R. E. Sweeney, executive 
vice-president; H. G. Anno, vice- 
president, secretary-treasurer; E. 
L. Warner, vice-president; and 
H. E. Pilbeam, vice-president. 


J. F. TYREL, HANSELMAN 
TO OPERATE MFR’S 


AGENCY 
Geo. W. Tyrel, manufactur- 
ers’ agency, 5903 Springfield 


Ave., Philadelphia, Pa., formerly 
directed by the late Geo. W. 
Tyrel, will be continued by J. F. 
Tyrel and G. J. Hanselman. The 
lines they handle include: Chas. 
O. Larson Co., Peerless Level & 
Tool Co., Wells Tool Co., and 
the Barrett Sales & Mfg. Co. 

















As part of its 1949 accelerated sales promotion program, Florence Stove Co., Gardner, 
Mass., has inaugurated a sales training course in Gardner, Mass., under the direction of 
L. Graybill Torbett, sales assistant. Divided into groups of 10 salesmen, each group re- 
ceives one week's training, a day being devoted to each product of the major Florence line. 
The highlight of each day's training is the preparation and cooking of a complete meal 
under the direction of home economist, Mrs. Mary Burche. Shown above about the new 
electric range line are left to right: M. C. Frazer, Columbia, S. C.; H. M. Milburn, Bellaire, 
Tex.; E. A. Kajander, Gardner; T. M. Cook, Dallas, Tex.; Robertson J. Gardner, Gardner; 
M. Garrett, Odessa, Tex.; T. H. Grunwal, Jr., Louisville, Ky.; E. F. Wilson, Savannah, 
Ga.; L. L. De Poorter, Memphis, Tenn.; L. G. Torbett, Gardner; D. F. Muir, Philadelphia; 
and J. R. Pfaff, San Antonio, Tex. 
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APPOINT GLIDDEN CO. 

MGR. SPECIALTY SALES 

Floyd C. Huff has recently 
been appointed manager of spe- 
cialty sales for the Glidden Co., 
Cleveland, Ohio. 





FLOYD C. HUFF 


In his new capacity, Mr. Huff 
will supervise the nation-wide in- 
troduction of Glidden’s new 
paint products, Spred-Satin and 
Spred Vapor Barrier and Primer 
Sealer. 

Mr. Huff had previously been 
associated with Devoe & Ray- 
nolds, Inc., since 1939 in sales 
and sales management capaci- 
ties. Prior to 1939 he was a 
trade salesman with another ma- 
jor paint firm. During World 
War II, he served in Europe 
with the 82nd Airborne Infantry 
Division. 

H. W. STEINKRAUS MADE 
PRES. NAT’L CHAMBERS 


Herman W. Steinkraus, presi- 
dent, Bridgeport Brass Co., 
Bridgeport, Conn., has recently 
been elected president of the 
National Chamber Commerce of 
the U. S. Roy C. Ingersoll, 
president, Ingersoll Steel Divi- 
sion, Borg-Warner Corp., Chi- 
cago, was elected a vice-presi- 
dent. 


GRUMBACHER RECEIVES 
AN ART AWARD 


M. Grumbacher, Inc., 460 W. 
34th St., New York City, manu- 
facturers of brushes and artists’ 
Materials recently received an 
award from the American Schools 
& Colleges Association for the 
excellence of artists’ material and 
for innovations in the tools used 
by artists as provided by the 
company in 50 years of operation. 
Stanley Grumbacher, president, 
M. Grumbacher, Inc., received 
the award for the company on 8 
recent Mary Margaret McBride 





radio program. 
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CHARLES ONLEY 


| 
CHARLES ONLEY SELLS 
FOR SWAN RUBBER’) | 


Charles Onley, 5900 Marquita | 
Ave., Dallas, Tex., who has form- | 
erly been associated with A. H. | 
Deveney & Co., Atlanta, Ga., will 
represent the Swan Rubber Co., 
covering Texas, Oklahoma, Ar- 
kansas, and Louisiana. 





SELLER BROS. ISSUES 
THE AcSELLERATOR 


Seller Bros. & Co., hardware 
wholesalers, 177 Fremont St., 
San Francisco, Cal., has issued 
a house organ, The AcSellerator, 
which features sales ideas for the 
retailer, announces national ad- 
vertising campaigns on the fire 
and suggests items to be featured 
in the coming month. Alan W. 
Hyman, president of the com- 
pany, advised friends and cus- 
tomers to keep inventories down, 
to buy what’s needed only when 
needed, to resist sales pressure, 





| general 
| Smith, who joined Fiberglas in 


to step out and promote, to be 
alert to new sales ideas and to 
pay greater attention to windows, 
store displays, customer cour- 
tesy and collections. 





| APPOINT OWENS-CORNING 


FIBERGLAS DIRECTOR 
OF MERCHANDISING 


E. W. Pat Smith has been ap- 
pointed director of merchandis- 
ing of Owens-Corning Fiberglas 
Corp., Toledo, Ohio. The ap- 
pointment is announced by Ben 
S. Wright, vice-president and 
sales manager. Mr. 


April as special assistant to the 





} 


general sales manager, was for- | 


merly vice-president for sales of 


the Philip Carey Mfg. Co. 





APEX ELECTRICAL 
TO RESUME FULL 
TIME PRODUCTION 


Apex Electrical Mfg. Co., 
Cleveland, Ohio, has disclosed 
through its president, C. G. 
Frantz, that it plans to resume 
full-scale production operations 
shortly. Plans to increase pro- 
duction, he said, are based on 
present sales volume and the ex- 
pectation that inventories of fin- 
ished goods will have reached 


normal levels by that time. 
March sales, he _ continued, 
showed a_ substantial increase 


over those for Jan. and Feb. 

In commenting on the com- 
pany’s financial report for the 
first quarter of 1949, Mr. Frantz 
said Apex now has 1,000 full- 
time employees on its payrolls. 
When output reaches planned 
levels, this summer, he added, 











-~ 


| 


| tax specialist and more recently 
as assistant treasurer. J. D. Cal- 





this number will be increased | 
to about 1400 full-time employees. | 

Sales in the first quarter this | 
year totalled $3,615,510 com.- | 
pared with a total of $9,786,960 | 
in the like period last year. 
Sales for the year 1948 reached 
on all-time high of $34,181,464. 

At the annual meeting held re- | 
cently, all directors except J. C. 
Bradley, former treasurer of the 
company, were re-elected. Mr. 
Bradley retired Jan. 1, due to} 
ill health. D. W. Randolph, vice- | 
president in charge of engineer- 
ing, was elected director to re- 
place Mr. Bradley. Directors of 
the company elected: E. A. 
Linser to succeed Mr. Bradley 
as treasurer. Mr. Linser has 
served Apex for more than 25 
years in the capacity of auditor, 


| 


lahn, who has served Apex for 
17 years in cost, planning and 
accounting positions, was named 
assistant treasurer and comp- 
troller. 


—_———~. 


GEORGE HARPER MARKS 
HIS 80TH BIRTHDAY 


Friends from all over the 
country and froia all branches 
of the hardware fraternity sent 
greetings and gifts to George H. 
Harper, Baltimore, Md., in com- 
memoration of his 80th birthday 
on May 27. For many years he 
represented the National Enamel- 
ing & Stamping Co., Milwaukee, 
Wis. Although retired in 1936 
with a roving commission he has 
continued active in hardware 
gatherings, being present each 





year at the two conventions of the 
American Hardware Manufac- 











GEORGE H. HARPER 


turers’ Association, held jointly 
with the National Wholesale 
Hardware Association and the 
Southern Wholesale Hardware 
Association. 

For many years he served as 
chairman of the Entertainment 
Committees of the three asso- 
ciations and is a past president 
of the Old Guard of the South- 
ern Wholesale Hardware Asso- 
ciation. He is a charter mem- 
ber of the Old Guard and member 
of its advisory board and secre- 
tary-treasurer of the Hardware-X 
Club. Present when the American 
Hardware Manufacturers Associ- 
ation was founded in Cleveland, 
Ohio, he has missed very few of 
that organization’s conventions 
and looks forward to extending 
a friendly greeting to his friends 
at many more of its gatherings. 

A member of the Harpware 
Ace Fifty Year Club his first as- 
sociation with the hardware busi- 
ness was in May, 1883. 


MORE THAN 200 DEALERS, SALESMEN ATTEND ACE SUMMER SHOW:—The Summer Convention and annual Toy and 
Gift Show of Ace Hardware Corp., Chicago, Ill., was opened Sunday, June 12, at which more than 200 dealers and store per- 
sonnel were present to place orders for their holiday requirements. One June 13, starting with breakfast there was a meeting 
in the Hotel Sherman in the Louis XVI Room. Buyers, Ace merchandising men, who remodel stores, the advertising man- 
ager, Richard Hesse, president and E. G. Lindquist, vice president and secretary of the corporation, spoke on various phases 
of the organization’s operations. Messrs. Hesse and Lindquist discussed the company’s new quarters, at 2335 Blue Island 
Ave., Chicago, Ill., which it hopes to have permanently equipped by September of this year. The Monday meeting was at- 
tended by more than 175 dealers and store managers, who visited the Toy and Gift Show on Monday and Tuesday. 
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MORTIMER MAAS 
REPRESENTS MORSE 
R. Andrews, president, Morse 
Mfg. Co., 122 Dickerson St., 
Syracuse, N. Y., has announced 
appointment of Mortimer Maas, 





MORTIMER MAAS 


manufacturers’ agent, to handle 


its line of material handling 
equipment for drums, barrels 


and carboys, in northern New 
Jersey, metropolitan New York, 
all of Long Island and _ south- 
western Connecticut. Mr. Maas’ 


address is P. O. Box 362, Church | 


St. Station, New York 8, N. Y. 


WESTERN CARTRIDGE, 
WINCHESTER ARMS 
ADD THREE SALESMEN 
Three have 
been added to the field force of 
Western Cartridge Co. and Win- 
chester Repeating Arms Co., 
East Alton, [ll Announcement 
of the appointments was made 
by Colonel W. F. Siegmund, 
Olin Industries, Inc., parent or- 
ganization of Western and Win- 

chester, 
Two of the men, Wray Lock- 
wood and Allen E. Wolfinger, 


are assigned to New 


new salesmen 


England 


states, reporting to Otis Fowler, 
| district manager. Ned R. Lewis 
| has joined district manager T. 
| L. Smith in the Minneapolis ter- 
ritory and will headquarter in 
Milwaukee, Wis. 

Englander, will make dealer, 
| wholesaler and gun club calls in 
| central and northern New York, 
| Vermont, and western Massachu- 


setts. Before joining Western- 
Winchester, Lockwood owned 


a sporting goods 
New Hamp- 
associated 


and operated 
store in Laconia, 
shire. He has 
| with the John Hancock Insur- 
| ance Co., in Massachusetts and 
| Scott & Williams in New Hamp- 
shire. His present headquarters 
are 646 Western Avenue, Albany, 
i 2 

With 


Coleman 


been 


headquarters at 157 

Street, Bridgeport, 
Allen Wolfinger’s terri- 
includes New York and 
New England. He was _ associ- 
ated Bullard Co. of 
Bridgeport prior to joining West- 
ern- Winchester. 


Conn., 


tory 


with the 





WRAY LOCKWOOD 
| 
| 


A well-known skeet shooter, | 
Mr. Wolfinger is acquainted with | 
the hardware and sporting mele 
trade throughout the country. 

Ned Lewis joined Western | 
Cartridge in 1940 and has been | 
located at the company’s head- | 
quarters in East Alton since that | 
During seven years of | 
non-competitive trap, skeet, and 
pistol shooting, Mr. Lewis has | 
traveled throughout the Mid- | 
west, making contacts with deal- 
ers and wholesalers. 


time. 











ALLEN E. WOLFINGER 
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WARING NAMES NEW 
SALES FORCE 


J. P. MclIlhenny, vice-presi- 
dent in charge of sales of War- 
ing Products Corp., 545 Fifth | 
Ave., New York City 17, has an- 
nounced details of its new sales | 
network which replaces trade | 
coverage previously furnished by | 


Wray Lockwood, a native New | 


12 sectional manufacturer’s 
agents whose territories _ lie 
within the eastern area of the 
| United States outside of the 
metropolitan and upper New 
York State areas currently 


the eastern operations of D. E. 
Sanford Company. 

Waring’s new sales operation 
is based on the appointment of 


WALTER BIHNER BUYER 
FOR OUR OWN HDWE. 


Walter Bihner has _ recently 
been appointed buyer of farm 
equipment steel goods, poultry 


supplies, builders’ hardware and 





covered by three company repre- 
sentatives. On the west coast 
Waring will continue to be repre- 
sented by the D. E. Sanford Co. 

The 12 newly appointed fac- 
representatives are C. L. | 
Cole, Boston, New England terri- | 
tory: J. L. Simmers of Phila- | 
delphia, Philadelphia territory; 
R. C. Beinecke of Atlanta, At- 
lanta territory; Matt Vea & Co., 
Pittsburgh, Pittsburgh and West 
Virevinia territory; T. B. Fulmer 
of Cleveland, the Ohio territory: 
Tavlor Paisley Company, De- 
troit. Michigan territory; Frank 
S. Howard of Indianapolis, In- | 
and Kentucky territory; | 
Vineent J. Lonergan of Chicago, | 
Chicago territory; A. T. Hep- | 
burn, New Orleans, New Orleans 
territory: J. .+t Berry Sales 
Co. of Minneapolis. Minneapolis | 
terr‘tory: The Earl Goetze Co. | 
of Kansas Citv. Kansas City and 
St. Louis territories: and Hunter 
Michaels of Dallas, Texas and | 
Oklahoma territory. 


torv 


diana 





CAMFIELD ADDS TO 
MID-WEST STAFF 


Earl Goetze has been appoint- | 
ed sales representative in Mis- 
Kansas, Nebraska and | 
Iowa for Camfield Mfg. Co., | 
North 7th St.. Grand Haven, | 
Mich. He is a veteran of 25 
years in the electrical appliance 
industry. 


souri, 


| 


| 
CHARLES McEWAN MARKS | 
60TH YEAR WITH DEVOE | 

RAYNOLDS COMPANY | 


Nineteen people attended a| 
dinner to honor Charles Mce- | 
Ewan’s 60th anniversary at De- | 
voe & Raynolds Co., Inc., 44th | 
St. & First Ave., New York City 
17, represented 741 years of 
service for an average of 39 years 
per person. 

The group gathered at the | 


| Roosevelt Hotel to toast Mr. Mc- 


Ewan. Among those attending 
the dinner were: E. S. Phillips, 
president; E. B. Prindle, execu- 
tive vice-president; E. L. Pang- 
born, executive vice-president, 
and Renshaw Smith, Jr., vice- 
president. Also attending was 
G. H. Phillips who celebrated his 
75th year on the company pay- 


| 
| 
| 
| 
| 
| 
| 





WALTER BIHNER 


wire products at Our Own Hard- 
ware Co., whole- 
salers, Minneapolis, Minn. 


dealer-owned 


Mr. Bihner’ succeeds Fred 
Westenberger who recently re- 
signed. Mr. Bihner joined the 


organization in 1927 as city buy 
boy and has been assistant 
buyer of the department since 
1933. 





FRED WESTENBERGER 


Mr. Westenberger, formerly in 


| the paint department for many 
| 


years, will return to that  in- 


dustry. 


NORTHWEST HDWE. CLUB 
HOLDS DINNER-DANCE 
The Northwest Hardware Club, 

2742 University Ave., St. Paul 4, 

Minn., recently held its spring 

dinner-dance at the Gelden Val- 


| ley Country Club with 75 pres- 


roll. Mr. E. S. Phillips pre- lent. The evening opened with a 

sented Mr. McEwan with a| social hour followed by a steak 

check from the company. | dinner, and then dancing. 
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APPOINT O. B. WERNTZ 


| paign aimed at 


merchandising 


MANAGING DIRECTOR OF | the Hotchkiss line of staplers, 


METAL INSTITUTE 


The announcement of the ap- 
pointment of Orrin B. Werntz 
as managing director and coun- 
sel of Pressed Metal Institute, 
13210 Shaker Square, Cleveland, 
was made recently by Walter A. 
Gorrell, president of E. J. Me- 
Aleer Co., Philadelphia, Pa., and 
vice-president of the Institute. 
Mr. Werntz, for the past 11 
years executive secretary of the 
National Screw Machine Prod- 
ucts Association of Cleveland, 
will continue his duties in that 
capacity. 

Mr. Gorrell also announced 
that Jerry Singleton has been 
named assistant manager of PMI. 


Mr. Singleton has been with 
this organization since 1947. 
PMI, which was founded six 


years ago, today represents more 
than 200 metal stampers in the 
United States. The group will 
celebrate its sixth anniversary 
with its first national conference 
at the Hotel Cleveland, Cleve- 
land, Ohio, July 21 and 22. 





HOTCHKISS NAMES MFR’S 
AGENT FOR GREATER 
NEW YORK AREA 


The E. H. Hotchkiss Co. has 
appointed Herbert A. Post, Inc., 
as manufacturers’ agent in the 
Greater New York Area. Her- 
bert A. Post, Inc., has been sell- 
ing Hotchkiss stapling machines 
for years in conjunction with 
its packaging materials and ship- 
ping room supplies. Now, ac- 
cording to Post president, Wm. 
Mason Wetzel, they will inau- 
gurate an intensive selling cam- 





| and 


tackers through hardware 
stores and building supply deal- 
ers within a 50-mile radius of 
New York. 

CHICAGO RETAIL HDWE. 
ASSN. RE-ELECTS 
OFFICERS 
The Chicago Retail Hardware 
Association, 1195 Merchandise 
Mart, Chicago, 54, Ill, recently 
held its 60th annual meeting re- 
electing the following officers and 

directors. 

John Weiss, president, Edgar 
U. Hamel, vice-president and 
Charles Chouffet, chairman of 


the board. 





| 


| 


The directors are: | 


A. T. Anderson, Sam Miller, A. | 


J. Lensing, Daniel Trotter, Leater 
L. Porter, and Robert H. Wolff. 

William E. Herber, 
W. L. Stensgaard & 
delivered an informa- 


executive, 
Associates, 
tive address entitled, “Make the 
Most of Best Sellers.” He main- 
that have 

remodeling but 


tained stores spent 


much in not 


| 


account | 


enough was investment for bet- 


ter control and better showing of 


goods. Not enough, as a matter | 


of fact, very little, had to do with 
improvement of methods of show- 


ing more of best sellers 


and | 


making sales in larger volume or | 


in less time. 
find generally speaking that 30 
per cent or less does 70 per cent 
of retail volume. Mr. Herber 
concluded saying, manufacturing 
concerns are making every effort 


He said, also, we | 


to give you more and better mer- | 


chandising helps: make sure 


that you are making intelligent | 


use of those materials, 


GOW HAS LOW GROSS CARD AT NUTMEGGERS 
GOLF PARTY: Thirty-nine members and guests of The 
Nutmeggers turned out for that group’s golf party and out- 
ing, June 8, at Avon Country Club, Avon, Conn. Winners 
of the kickers’ handicap, with cards of 78 were: A. Lade, 
Russell, Burdsall & Ward Bolt & Nut Corp.; Leo Quinn, 
Dale Construction Co.; and B. F. Tolles, Hartford Belting 
Co. Z. S. Gow, Mill Supplies Co., New Britain, Conn., had 
low gross card of 76. More than 60 members and guests 
attended the dinner and floor show that evening. Dennis 
Shea, Reilly, Shea Co., was chairman of the day’s festivities. 
Left to right are the golf winners and chairman; B. F. | 


Tolles, A. Lade, Dennis Shea, Leo Quinn and Z. S. Gow. 
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INSHAVER 


SELF-PROPELLED 


POWER MOWER 





The 3rd wheel 


drive is the reason 
it outperforms 
any other... 





merely 
ground you 
can turn or 





BECAUSE it allows you to 


cut flush with any obstacle. The 
3rd wheel allows the cutting 
reel to be way forward between 
the free-wheeling side wheels 


erica 
wer 








a 


BECAUSE ;, .: 
lows amazing maneu- 
verability lift 
trd wheel off ground 


are 
you 


2 side wheels 
free-wheeling 
can turn on a dime! 





BECAUSE you need no controls. By 


lifting the 


3rd wheel off the 
stop forward motion and 
back while still cutting 


WRITE FOR 
FURTHER 
INFORMATION 


's only 


\ 
for home US: 


Southern Mete! Stamping Co., Inc. 


New Orleans, La. 





lll 














“GET ACQUAINTED” 
CONTEST SPONSORED 
BY HAMILTON BEACH 


Hamilton Beach Co., division 
Scovill Mfg. Co., Racine, Wis., 
has announced a  “Get-Ac- 
quainted” contest featuring the 
Hamilton Beach food mixer. The 
first prize offered is a new Ford 
sedan—101 others include ward- 
robes for men and women, 
Wheary matched luggage, Ham- 
ilton Beach Champion and Deep- 
Clean vacuum cleaners and Ham- 
ilton Beach food mixers. Fred 
S. Tuerk, sales manager, says 
that requirements for entry are 
quite simple. Dealers and their 
sales people are asked to examine 
and try the features of the new 
food mixer, and write in 25 
words, which of the features 
they like the best. The Reuben 
H. Donnelly Corp. will decide 
which entries are winners. 





RICH LADDER & MFG. 
COMPLETE NEW FACTORY 


A new factory has been re- 
cently completed by the Rich 
Ladder & Manufacturing Co., 
5040 Lester Road, Cincinnati, 
Ohio. It is a one story brick 
building that was designed 
specifically for the manufacture 
of ladders, painters’ equipment, 
ironing tables, and related wood- 
enware items. 

This represents the company’s 
third expansion since its incep 
tion 50 years ago. | 

Included in the project, in 
addition to ultra modern air 
conditioned offices, are approxi- 
mately 90,000 square feet of man- 
ufacturing space, the most mod- | 
ern type of dry kilns, separate | 
railroad sidings for both in- | 
bound raw material and out- 








bound finished products, a resaw 
operation capable of converting 
large timbers to lumber of any 
size necessary in the manufac- 
ture of the company’s products, 
a specially designed Babcock and 
Wilcox boiler plant that uses the 
sawdust developed in the manu- | 
facturing operation as fuel to | 
heat the entire operation. 
Interesting features in the fac- 
tory include a network of bus- | 
ducts, honeycombing the ceiling | 





in such a way that it is possible | 
to move any machine in the | 
plant simply by detaching its | 
conduit from the bus-duct in | 
much the same way that a light | 
cord is removed from a wall | 
socket, moving it to its new loca- | 
tion and plugging the conduit | 
into the bus-duct again. 





NAME ASS’T TO PRES. 
CAPEWELL MFG. CO. 


Announcement has been made 
by Staunton Wiiliams, president 
of The Capewell Mfg. Co., Hart- 
ford, Conn., of the appointment 
of P. W. Grace as assistant to 
the president. Mr. Grace will 
have charge of overall customer 
relations (Domestic), develop- 
ment and supervision of special 
accounts and government busi- 
ness, and will act in a consulting 
and advisory capacity on the 
distribution of Capewell’s prod- 
ucts throughout the United 
States. 

At the same time the appoint- 
ment of John W. Clark as direc- 
tor of sales and executive assis- 
tant to the president, was an- 
nounced. In his new capacity 
Mr. Clark will supervise both 
the Capewell domestic sales and 
export sales organizations. Mr. 
Clark has been assistant to the 





president since Jan. 1, and prior 


to his affiliation with Capewell 
was connected with Westing- 
house Electric International 
Corp., and for a period of time 
was an independent merchandis- 
ing consultant. 





CREATE PACIFIC N.W. 
SALES DIVISION FOR 
AMERICAN KITCHENS 


The creation of a new Pacific 
Northwest sales region for Amer- 


| ican Kitchens, as part of a sales 


expansion program, has been an- 
nounced by C, Fred Hastings, 
general sales manager of the 
American Central Division, Avco 
Mfg. Corp., Connersville, Ind. 

Martin J. Gallagher, who has 


| been assistant chief engineer at 


the American Kitchens plant, in 
Connersville, Ind., has been 
made regional sales manager for 
the new territory, and will make 
his headquarters in Seattle. 

In making his announcement 
Mr. Hastings emphasized that 
such western cities as Seattle, 
Portland, Spokane, Salt Lake 
City, Butte, Great Falls and 
Helena will now get more in- 
tensive coverage from American 
Kitchens’ representatives than 
ever before. 

BELKNAP HDWE. SELLS 

DELIVERY TRUCKS 


The Belknap Hardware & Mfg. 
Co., wholesalers, 111 E. Main St., 
Louisville, Ky., has anounced the 
sale of its delivery trucks to the 
Dixie Cartage Co. The cartage 
firm will take over Belknap’s 
hauling under a contract. Charles 
A. Gage, vice-president and gen- 
eral manager of Belknap, an- 
nounced as Dixie could handle 
the freight more economically 
than the company could, the 
transaction was made. 











CAROLINAS’ ASSN. ELECTS: The new officers elected at the recently held annual 
convention in Charleston, S. C., of the Hardware Association of the Carolinas, are left 
to right: J. M. Ribers, Hampton, S. C., junior director; L. V. Huggins, Chapel Hill, N. C., 
senior director; J. T. Owne, Elloree, vice-president; H. C. Gabriel, Newton, N. C., presi- 
dent; Mrs. Salley Couch Masten, Chariotte, N. C., reelected secretary and treasurer, and 
S. C., immediate past president. 


Jack Ellenberg, Greenwood, 
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CHARLES F. SHARROCK 
ENDS 63 YEARS WITH 
BAKER & HAMILTON 


Charles F. Sharrocks, 
president in charge of purchas- 
ing and a director of Baker & 
Hamilton, San Francisco, re- 
cently retired from that whole- 
sale firm after 63 years of con- 
tinuous service. Most of his 
years were spent in the purchas- 
ing department and he continu- 
ously advanced from assistant 
to be in charge of purchasing 
and finally to the post he has 
now vacated. 

The wholesale firm presented 
Mr. Sharrocks with a handsome 
wrist watch with his service rec- 
ord engraved on the back, and 
his associates gave him a pair 
of fine binoculars. His home at 
2648 Union St., San Francisco, 
overlooks Golden Gate and he 
uses the glasses to good advan- 
tage as he sits in a chair and 
watches the ships pass in and 
out. 


vice- 


W. W. PEARSON, JR. 
CHAIRMAN OF HDWE. DIV. 
GREATER N. Y. FUND 


W. W. Pearson, Jr., vice-presi- 
dent and secretary of Pearson 
Bros., Inc., is serving the 12th 
annual appeal of the Greater 
New York Fund as chairman of 
the General Hardware Division, 
according to John Lowry, presi- 
dent of John Lowry, Inc., who 
is directing solicitation of the 
building industry. 

The Greater New York Fund 
is appealing to business firms 
and employee groups for a cam- 
paign goal of $8,000,000 as busi- 
ness’ share of the support of 423 
voluntary hospitals, health and 
social service agencies through- 
out the five boroughs of New 
York. Agencies participating in 
the Fund serve nearly 3,000,000 
people of all races and all faiths 
along lines which foster self-help 
and self-respect, but do not pro- 
vide charity. 

BLACKSTONE’S THREE 
MONTH OLD STRIKE ENDS 


The 15 week old strike at 
Blackstone Corp., Jamestown, 
N. Y., ended on Thursday, May 
26th, with the signing of a 
new contract for one year be- 
tween Blackstone and its pro- 
duction employees, according to 
O. A. Lenna, Pres., and general 
manager. 

The strike, which began with 
a walkout on February 14, was 
the first since the origin of the 
Blackstone plant in 1914. During 
the four months of work stop- 
page, negotiations had broken 
down several times. 
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OBITUARIES 








GEORGE EBERHARD 
George Eberhard, 69, retired 
president of The Geo. H. Eber- 
hard Co., Inc., manufacturers’ 
agents, 290 First St., San Fran- 





GEORGE H. EBERHARD 


cisco 5, Cal. died recently at 
Highland General Hospital, 
Auburn. 


The business, then known as 
The Geo. F. Eberhard Co., was 
founded by his father in 1889. 
The business was incorporated 
in 1891 and is believed to be 
the first selling agency on the 
Pacific coast. G. H. Eberhard 
started in business in the late 
*90’s and after working in sev- 
eral organizations became asso- 
ciated with his father for a few 
years taking over the business 
in 1905 and later changing the 
name of the firm to The Geo. H. 
Eberhard Co. For several years 
the company in addition to its 
selling agencies had an advertis- 
ing agency division which latter 
was sold and affiliated with a 
national agency. Mr. Eberhard 
was a founder of the San Fran- 
cisco Sales Managers and foun- 
der of the San Francisco Adver- 





| of Islam Temple, Scottish Rite | 


| his time at the ranch. 





tising Club. He was one of the 
organizers and a former director 
of the Pacific National Bank of 
San Francisco. He developed 
The Penobscot Farm in El Do-| 
rado County where he raised 
cattle and was active in attempt- 
ing to solve California’s tax, 
water and agricultural problems. 

Mr. Eberhard was a member 


Bodies, Berkeley Masonic Lodge, 
Berkeley Elks, The Common- 
wealth Club, San Francisco Com- 
mercial Club, Auburn Rotary | 
Club, The Jonathan Club, Los 
Angeles, and was active in the} 
organization of the San Fran-| 
cisco Touchdown Club. He re-| 
tired as president of Eberhard | 
in Oct. 1948 due to ill health 
and since then has spent most of 





Mr. Eberhard was recognized | 
for his judgment in marketing, | 
distribution and _ advertising | 
methods and spoke frequently at | 
business group meetings. He| 
was also the author of many| 
business articles. 





CHARLES MENZEL 
Charies Menzel, operator of | 
Menzel Hardware Co., 2009 W. 
North Ave., Chicago, died re- 
cently. Mr. Menzel was a for-| 
mer director of the Chicago Re- | 
tail Hardware Association. 


GEORGE J. HOY 


George J. Hoy, 74, a retired 
hardware dealer, widely known 
to the trade in central and north- 
ern Indiana, died in Montpelier, 
Ind. His survivors include Miss 
Jane Hoy, an Indianapolis school 
teacher, and George G. Hoy, 
Pelton Bros., Hardware, Herki- 
mer, N. Y., and a former asso- 
ciate of Harpware AGE. 











Gas Industry National Sales Campaign 


In Fall To Round-Up Old Gas Stoves — 


Salesmen, dressed as cowboys, 
will be scouring the country this 
fall to locate the oldest cook- 
ing appliance in use in every 
city and town in the country and 
replace it with a new gas range, 
completely equipped with all the 
latest convenience and perform- 
ance features, when gas utilities, 
62 gas range manufacturers and 
approximately 70,000 gas range 





dealers, launch a_ nation-wide! 
“Old Stove Round-Up.” 

The 1949 “Old Stove Round 
Up” marks the gas industry’s | 
return to all-out industry-wide 
sales campaigns to replace obso- | 
lete gas ranges with new models. | 
All of the national advertising 
and sales promotion facilities of | 
the industry will be coordinated | 
in this program. Chief objective | 
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will be to point out to present 
and future homemakers that 
they should not judge gas as a 
fuel for cooking or gas ranges 
as cooking devices by the 10, 
15, and 25 year old gas ranges 
now in use in many homes. 
Because gas range burners 
are guaranteed for the life of 
the range, the 20, 30, and 40 
year old models now in use con- 
tinue to provide cooking service 
but are not equipped with sim- 
mer type burners for waterless 
ceoking and are not fully in- 
sulated or equipped with the 
automatic controls and_ other 
radical improvements in design, 
convenience and _ performance, 
which are found on new gas 
ranges today. The long life of 


| gas ranges, which has made it 


unnecessary for consumers to 


|shop for new appliances, fre- 


quently has resulted in lack of 
knowledge of the features of 
the new gas ranges. 

In tieing-in to the nation-wide 
campaign theme, many manu- 
facturers are planning to build 
promotions around a nation-wide 
hunt for the oldest gas ranges 
in use bearing their individual 
brand name. 

Dealer plan books and pro- 
motional portfolios containing 
full details of the program are 
being prepared by the American 
Gas Association for distribution 
by gas utilities to all dealers 
during the summer. Each manu- 
facturer will prepare individual 
tie-in promotions on his own 
product. Cowboy themes will be 
used in all consumer and dealer 


| advertising, promotions and dis- 


plays and the campaign will be 


| launched in many communities. 


Special brochures will be 
mailed direct to the 40,000 top 
ranking dealers by the Gas Ap- 


pliance Manufacturers Associa- | 


tion. The Liquefied Petroleum 
Gas Association will aid in car- 
rying on the campaignein rural 
areas, 

The details of the program 
will be outlined at meetings to 
be held in fair grounds and 


| other outdoor arenas, featuring 
| roping contests, horseshoe pitch- 


ing and other events to provide 
a western round-up atmosphere. 





WHOLESALERS FORM 
MID-ATLANTIC GROUP 


An association of wholesalers 
in the middle-Atlantic states 


| was recently organized by dis- 


tributors of hardware, toys, 
housewares and kindred lines 
doing business in Pennsylvania, 


| southern New Jersey, Delaware, 


Maryland and the District of 
Columbia. Operating as the 
Mid-Atlantic Wholesalers Asso- 








ciation the group, which held its 
installation meeting May 26 at 


the Bellevue-Stratford Hotel, 
Philadelphia, Pa., has as _ its 
president Willard Cantor, 


H. & W. Cantor, Philadelphia. 
Other officers are: John Kauf- 
Edw. K. Tryon & Co., 


man, 
Philadelphia, hardware whole- 
salers, vice-president; Herbert 


Lodge, I. Lodge, secretary, and 
Leon Schecter of Jacob Schech- 
ter, treasurer. I. Sidney Sher- 
win, counsel for the group, has 
his offices at Suite 512, Market 
St. National Bank Building, 
Philadelphia 7, Pa. 

The first board of directors 
includes: Ed. Bellet, Herman 
Bellet & Son; Herman Hersh, 
Joseph Orman & Co.; Sam Du- 
bin, General Novelty Co.; Sam 
Meshberg, Abe Goldstein and 
J. S. Shear, The Central News 
Co. The association’s purpose is 
to promote the common interests 
of wholesalers in the fields it 
serves, disseminate among mem- 
bers data as to those industries 
including government regulations 
and to enter into an educational 
program aimed at establishment 
of business standards and to 
promote goodwill. 





NEW OFFICERS ELECTED 
BY FLORIDA-GEORGIA 
ASSNS. IN CONVENTION 


At the recent joint convention 
of the Florida Retail Hardware 
and Georgia Retail Hardware As- 
sociations held in Jacksonville, 
Fla., C. Eric Markham, Lake City, 
Fla., was elected president of the 
Florida group. W. C. Crawford, 
Hogansville, Ga., became presi- 
dent of the Georgia association. 
W. W. Howell, Waycross, Ga., is 
secretary for both associations. 

Other officers elected by the 


Florida group are: A. E. Folds, 


Gainesville, first vice-president ; 
David P. Yon, Tallahassee, sec- 
ond vice-president; directors, W. 
Howard Belote, Jacksonville; Hu- 
bert Brundage, Miami; Hugh 
Huggins, Melbourne; Kenneth 
Hills, Orlando. Members of the 
Florida advisory committee are 
William Rehbaum III, Clear- 
water, retiring president; Jehn 
Wood, Orlando, and Kingsley 
Harris, Leesburg. 

Other Georgia officers elected 
are: J. F. Raines, Cohutta, vice- 
president; directors, R. W. 
Hatcher, Milledgeville; Hugh L. 
King, Covington; Forrest Knapp, 
Thomasville, C. FE. Weir, Doug- 
las; advisory committee members, 
James B. Hartley, Waycross: Alex 
Hall, Moultrie; E. I. Hearn, 
Monroe; A. Roddenberry, Cairo: 
W. S. Williams, Cordele, and 
Charles A. Campbell, Macon, re- 
tiring president. 
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Carbon steel plates—On June 
8, Bethlehem Steel Co. reduced its base 
prices of carbon steel plates to $3.40, 
from $3.45 per 100 pounds. High ten- 
sile, low alloy steel plates were also 
reduced to $5.20 from $5.30 per hun- 
dred pounds. The changes in base 
prices were the first made on any Beth- 
lehem products in recent years, al- 
though on several occasions adjust- 
ments in extras had the effect of lower 
prices to consumers. 

* * * 

Wire nails — Both American 
Steel & Wire Co. and Tennessee Coal, 
Iron & Railroad Co., U. S. Steel Corp. 
subsidiaries, have announced a reduc- 
tion of 35 cents per 100 pounds in the 
extra for hot galvanizing wire nails. 
This change reflects several recent re- 
ductions in the price of zinc. The new 
extra is $2.45 per 100 pounds in car- 
lots and $2.70 per 100 pounds in less 
than carloads. 

~ . * 

Brass mill products — As of 
June 9, Scovill Mfg. Co., a large inde- 
pendent brass mill, announced its prices 
for copper products, brass and other 
copper alloy goods had been reduced to 
conform to levels of 17 cents a pound 
for copper and 10 cents a pound (thé 
latter not the latest and lowest figure) 
for zinc. Previously the company’s 
prices had been based on 18 cents for 
copper and 12 cents for zinc. 

a * a 

Chamois — Effective June 15, 
the prices on all sizes of Eiffel Im- 
ported French Chamois in both the 
super and standard selections were re- 
duced a flat 10 per cent, according to 
an announcement by Schroeder & Tre- 
mayne, Inc., St. Louis, Mo., North 
American distributors. 

* * @ 

Zine—On June 15, the price of 
wine was reduced 14-cent, to nine cents 
per pound. East St. Louis, by custom 
smelters. Consumer demand still stays 
low. ‘At ‘nine cents, zinc now is %4-cent 


below the final O.P.A. ceiling estab- 
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lished in Oct., 1946, before that price- 
fixing agency ended. It is only %4-cent 
above the wartime ceiling of 8%4 cents. 
Since the late decline in zinc started on 
March 23, zinc has dropped 8% cents 
per pound from its post-war high of 
17% cents. It has lost about 93 per 
cent of its rise from the wartime ceil- 
ing. Sheet and strip zinc, and the zinc 
pigments, were expected to follow the 
metal decline promptly, as usual. 


* * *& 


Galvanized sheets—The price 
of galvanized sheets has been reduced 
again. Carnegie-Illinois Steel Corp., 
U. S. Steel subsidiary, cut the price 
about $1.50 per ton as a result of the 
latest reduction in the price of zinc. 
Zinc-coated products such as galvanized 
sheets and pipe are regularly increased 
or decreased, in line with an automatic 
formula governed by zinc price fluctua- 
tions. 


Copper also drops again — 
On June 13, and again on June 17, the 
price of copper was reduced one half 
cent per pound, to 16 cents, by a lead- 
ing customer smelter. At 16 cents, cop- 
per has been cut 744 cents per pound 
since March 29, from the post-war high 
of 23% cents. It is now only 1% cents 
above the final O.P.A. ceiling set late 
in 1946. The wartime base ceiling for 
copper was 12 cents, but as much as 26 
or 27 cents a pound was paid for some 
high cost production through the war. 
As customary, the quotations on copper 
and brass products, sheets, pipe, etc., 
will undoubtedly follow the metals de- 
cline, very soon. 









Platinum — On June 13, the 
price of platinum was again lowered $3 
an ounce, to $69 for bulk quantities 
and $72 for retail lots, by the leading 
refiner. On March 17, platinum was 
lowered $6 an ounce from $78 and $81, 
respectively. Demand for the metal 
from the jewelry trade has been negli- 
gible for some time, trade authorities 
say, and at the same time, buying for 
industrial use has been below normal 
for this time of the year. 

* *. . 


Industrial alcohol recovers— 
On June 9, Publicker Industries, Inc., 
advanced prices by 8% cents to Il 
cents per gallon on various types of 
industrial alcohol. It said the increases 
were necessary to bring prices to a 
level “more commensurate with the cost 
of production.” Industrial alcoho] had 
tumbled to around 21 cents per gallon, 
from last November’s high of 87 cents, 
following a sharp drop in Cuban mo- 
lasses prices. » «* «* 


Television — General Electric 
Co. has reduced prices on seven tele- 
vision receiver models from $20 to $100. 
A 10-in. screen table model set was re- 
duced to $259.95 from $279.95 and a 
12-in. table model to $329.95 from 
$369.95. A console model with a 12-in. 
screen, AM-FM_ radio, _ three-speed 
record changer and mahogany cabinet 
was cut $100 to $499.95. No change 
was made in the set selling for $239.95. 
The reductions, announced June 7, 
were made retroactive to May 31. No 
rebates will be given dealers on in- 
ventories acquired before that date. 

& * * 

Storage batteries — Electric 
Storage Battery Co. has announced a 
price reduction, effective June 13, on 





ADVANCES 
Industrial alcohol. Some crude oil. 


DECLINES 


Carbon steel plates. Copper. Zinc. Platinum. Brass mill products. Some 

tires and tubes. Some television sets. Galvanized sheets. Some paper bags. 

Kraft wrapping paper. Storage batteries. Some dies and tools. Wire nails. 
Some woven carpets. Some mattresses and bed springs. 
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The product of 104 years’ experience 
in fastener manufacturing, 
sold through the finest distributors 


in the world. 


Offer your trade real “Customer 
satisfaction” and True Fastener 
Economy by selling RB&W 
fasteners ... the product 
of more than a century of continuous 
research and progressive 
development in fastener manufacturing 
. .. backed by the skill of four 
generations of RB&W men and women. 


hicago, Chattanooga, Oakland 


Plants at: Port Chester, N. Y., Corocopolis 
Pa., Rock Falls, Ill, los Angeles, Colif 
Additional sales offices ot: Philadelphia 
Detr 


iond, Seattle 


THE COMPLETE QUALITY LINE, 


104. YEARS MAKING STRONG THE DISTRIBUTORS THAT MAKE AMERICA STRONG 


RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 
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Exide industrial type batteries. This 
reduction, following an April 8 de- 
crease, establishes the price of the 
company’s industrial batteries at a level 
approximately 11 per cent below those 
in effect prior to April 8. 


*.- * * 


Meeting the tire cuts — On 
June 13, at Akron, the B. F. Goodrich 
Co. announced price reductions of 5 
per cent on its premium and low pres- 
sure passenger tire lines, and 714 percent 
on its conventional first line tires, effec- 
tive immediately. The new prices now 
make the “list” for a conventional first 
line Silvertown 6.00-by-16 tire $14.75 
(down from $15.95). No reductions 
are being made on truck, farm, indus- 
trial or airplane tires. 


* * * 


Carboloy dies and tools — 
Carboloy Co., Inc., has announced 
(June 14) reductions averaging 20 per 
cent on its line of standard round hole 
dies for wire, bar, and tube drawing. 
Earlier price reductions on Carboloy 
lathe and roller turner tools, effective 
June 1, averaged 14 per cent. The new 
Carboloy die prices represent an over- 
all reduction of 15 per cent below pre- 
vious minimum prices on most smaller 
cored dies; an average reduction of 10 
per cent on rough drilled and finished 
dies; and of 20 per cent on larger 
cored dies. All larger dies are now 
available at minimum cost, regardless 
of quantity. 

o = s 


Oils and gasoline—An eastern 
company has increased prices of Penn- 
sylvania grade crude oil, used chiefly 
to make lubricants, by 13 cents to 16 
cents a barrel. It said production of 
this oil has been curtailed, and demand 
is rising. Prior to this advance, prices 
had been cut as much as $2.04 a barrel 
in seven successive reductions since last 
December. In Washington, an investi- 
gation of recent markups in gasoline 
prices was ordered by the Senate Bank- 
ing Committee. It released a staff 
memorandum which said gasoline prices 
were being raised at a time when sup- 
plies were plentiful, and prices of other 
commodities were softening. 

* ¢ @ 


Steel production—The present 
outlook in steel is nothing to make 
either steel or labor people happy, re- 
ported The Iron Age, published by the 
Chilton Co., publishers of HarpwARE 
AcE and other business publications, in 
its June 15 issue. The operating rate 
is dropping fast. Incoming business is 
off considerably from a year ago. Can- 
cellations are not fading—they are in- 
creasing. The possibility of a long coal 
tieup is causing no anxiety among steel 
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users. Not much, if any, thought is 
given to a remote chance of a steel 
strike. Major steel firms have enough 
coal above the ground to keep oper- 
ations at last week’s level for 70 days. 
If a tieup lasted too long it would be 
necessary to cut back—for conservation 
purposes—after 45 days of full output. 
But the real crux is that the operating 
rate is slipping each week. As it goes 
down the amount of coal and coke 
stocked looms that fhuch bigger in case 
of an extended tieup. It now looks like 
the steel industry could easily weather 
a complete coal shutdown for 2 months 
before any drastic steel cutbacks would 
come. The steel ingot operating rate 
this week is off 24% points to 86.5 per 
cent of rated capacity. In some way 
this rate is misleading. All firms are 
not up to that activity. Larger steel 
plants are still doing very well this 
week but some smaller plants are hav- 
ing tough going—with no sign that it 
will be any easier soon. It now looks 
like the “testing” period on steel oper- 
ations will come in the middle of July. 
If the decline in output is still kept 
within the bounds of a few points a 
week no serious dip is expected in the 
near future. But on the basis of present 
business at plants of steel users the 
ingot rate may go to 75 per cent 
sooner than most steel people thought 
it would. Whether it will go much 
lower than that depends on general 
business conditions. There are quite a 
few steel people who have their fingers 
crossed. 
La * - 
Paper market — Multiwall 
bags were price-shaved 10 per cent 
early in June, following a 5 per cent 
cut in April. Kraft wrapping papers 
also have been marked down again. 
New price cuts in grocery bags were 
put through and almost as quickly 
rescinded after they had achieved their 
purpose of stimulating business. Kraft 
wrapping paper was cut to 6% cents a 
pound from 6% cents, narrowed a little 
by the discontinuance of a 5 per cent 
discount which had been deducted from 
the former price. Price cuts have ex- 
tended to paperboard which, like paper, 
has been touching post-war production 
bottoms. Kraft liner, the biggest paper- 
board item was lowered $5 per ton re- 
cently by a number of leading mills. 
«This item is used in manufacturing 
shipping containers. Price cuts are 
also reported in boxboard. These aver- 
age 6 per cent to 7 per cent in grades 
used for setup boxes, and average 5 
per cent in grades used for making 
folding boxes for packaging cereals, 
soap flakes and other items displayed 
on store shelves. Some paperboard man- 
ufacturers aren’t too hopeful of stimu- 


lating business immediately by the 
price cuts, but they do expect a better 
showing when the usual fall buying 
starts in August. 


* * * 


Mattresses and springs — 
Simmons Co. announced a reduction in 
the wholesale prices of its fair-traded 
mattresses and boxsprings, ranging 
from 25 cents to $1 a unit, effective at 
mid-June. The price cut on the fair- 
traded Beauty-rest, Deepsleep and 
Vogue mattresses, and on boxsprings, is 
on a sliding scale depending on the 
quantity ordered. On orders for 11 units 
or less, prices to the retailer remain 
unchanged. Unit prices were reduced 
50 cents on orders for 12 to 23 units, 
and on order for 24 or more, the price 
was cut $1 a unit. There were no 
changes in the retailer’s resale price on 
the fair-traded items. A week earlier, 
Simmons guaranteed the $59.50 resale 
price of Beauty-rest mattresses for the 
rest of 1949. The wholesale prices of 
fair-traded coil springs—Ace, Deep- 
sleep and Charm lines—were reduced 
25 cents on orders of 12 to 23 units, 
and 50 cents on orders of 24 or more 
units. On non-fair-traded roll and 
French edge mattresses, prices were 
reduced $1 a unit regardless of the 
quantity ordered. Prices of box springs 
in this group have been adjusted to the 
new mattress prices. Wholesale prices 
of utility cots and utility mattresses 
were also reduced, regardless of the 
quantity ordered. Cots will cost the re- 
tailer 25 cents less than current prices 
and mattresses 75 cents less. 

* * @ 


Woven carpets reduced—On 
June 15, Bigelow-Sanford Carpet Co., 
Inc., cut prices of its woven carpets an 
average of 5 per cent, explaining that 
the recent extension of the contract 
with ite union removed uncertainties of 
higher production costs. The company 
said the “price cut is important be- 
cause it will help establish confidence 
in the prices for the fall market,” which 
usually opens in Chicago in July. Re- 
tail carpet buyers have been withhold- 
ing orders in anticipation of some price 
reductions. The Bigelow price reduc- 
tions were in addition to a 2 per cent 
cut made on March 23. It applies to 17 
grades of woven carpet. No reduction 
was announced on the “Glamorug,” the 
only non-woven floor covering made by 
Bigelow. 

7 * +” 

Automotive products — Re- 
cently, the Thermoid Co. announced a 
60-day retroactive guarantee against 
price reductions on its brake linings 
and other automotive replacement prod- 
ucts. The firm said in a letter to dis- 
tributors the guarantee is effective as 
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of June 1 and continues through Dec. 
31. “In the event that there be any 
reduction in price between now and 
December 31, either because of lower 
costs or because of competitive neces- 
sity, we will make our price reduction 
retroactive for 60 days from the date it 
was put into effect.” On any purchase 
made during the 60 days preceding any 
possible price reduction, the dealer will 
get a credit to the extent of any dif- 
ference in price, Thermoid added. 


* * * 


Swartzbaugh Mfg. Co. — A 
price protection policy on Everhot 
products for distributors has been an- 
nounced by The Swartzbaugh Mfg. Co., 
Toledo, Ohio, as of May 31. Limited 
to 90 days from date of shipment by 
the company it applies only to mer- 
chandise in original unopened pack- 
ages, in distributor’s stock at the time 
any price reduction is made. It is 
retroactive only to distributor’s pur- 
chases made snce issuance of price list 
No. 4911, effective April 10 and is 
limited to those distributors who coop- 
erate with the company by reporting 
their actual in-stock invenory of Ever- 
hot products monthly on an inventory 
report form supplied by the company, 
and those signing the company’s ac- 
ceptance letter. Price protection settle- 
ment will be by credit memorandum 
and may be used only in the purchase 
of additional merchandise made by 
Swartzbaugh. 

* * cm 


Fresh’nd-Aire — A distributor 
price protection policy was announced 
June 7, in Chicago, Ill, by the 
Frensh’nd-Aire Co., division of Cory 
Corp., manufacturers of Fresh’nd-Aire 
fans, air circulators and humidifiers. 
The agreement protects wholesale dis- 
tributors against price reductions made 
by Fresh’nd-Aire on any of its products 
purchased and shipped after June 1, 
1949. This protection is limited to 60 
days from date of shipment by the 
company and applies only to merchan- 
dise, in unopened factory shipping con- 
tainers in the distributors’ stock at 
time any price reduction is made. 
Price protection settlement will be 
made by credit memorandum only. The 
policy is subject to change or cancella- 
tion at the manufacturers’ option. 


* * * 


Home refrigerators — House- 
hold refrigerator sales will taper off in 
July as the industry returns to a sea- 
sonal market pattern, J. W. Craig, 
vice-president of Avco Manufacturing 
Co. (Crosley) predicted. Mr. Craig 
estimated the industry’s sales in 1949 
at close to 3,500,000 units. This would 
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...day-in, day-out dependability 
for the dealer and his customers 


You can always depend on a GREENLEE 22. 
For each of these fine Solid-Center Auger 
Bits is given special care by craftsmen 
through every step of manufacture. 
Each is Induction Heat-treated so it 
will take and hold uniformly sharp 
cutting edges. And each is 
Plastic-Sealed with a heavy 
protective coating to 





assure its reaching you 
and the user ‘‘factory perfect’’. 


SOLID-CENTER AUGER BITS 


ifelelR Bie) Ba 2 las). 14, | 
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STOCKED BY LEADING WHOLESALERS 


FAST SELLERS IN THE GREENLEE HIGH-QUALITY LINE 
Auger Bits « Expansive Bits e Socket Butt Chisels e Socket Firmer Chisels e Cor Bits e Razor Blade 
Draw Knives e Automatic Push Drills e Spiral Screw Drivers e Bit Extensions e Bell Hangers’ Drills « 
Turning Tools e For complete Information on these and other fine GREENLEE Tools, write today to 
Greenlee Tool Co., Division of Greenlee Bros. & Co., 1806 Herbert Avenue, Rockford, Iilinols, U.S.A. 
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compare rather poorly with about five 
million refrigerators sold in 1948, but 
the figure would nearly equal the pre- 
war peak year of 1941. 


oe 6 * 


Blackstone Corp. — Effective 
June 1, price protection on all current 
models in event of an authorized reduc- 
tion in selling prices, has been granted 
its distributors by the Blackstone Corp., 
Jamestown, N. Y. The company guar- 
antees that in the event of necessary 
reductions in selling prices, it will re- 
fund the difference between the price 
paid and the new reduced price on dis- 
tributor’s and dealer’s unsold inventory 
of current models which were shipped 
from the factory after June 1, 1949. 
This offer will terminate after three 
months on Sept. 1, 1949. 


* * * 


Motorola sales — Motorola, 
Inc., volume of sales for the first five 
months of 1949 exceeded volume for 
the same period in 1948 by 28 per 


cent. 
* * * 


Modglin sales— Modglin Co., 
Inc., Los Angeles, Cal., reported net 
sales of $2,261,754, for the fiscal year 
1948, ending March 31, as compared 
with $1,540,878 the previous fiscal 
year. This represented an increase of 
45 per cent in its sale of brooms and 


whisk brooms. 
* * a 


Paint, varnish, lacquer and 
filler — The Bureau of the Census, 
U. S. Department of Commerce, reports 
that sales of 680 manufacturers of 
paint, varnish, lacquer and filler, repre- 
senting approximately 90 per cent of 
the total value of the output of the 
industry had sales of $86,578,747 vol- 
ume in April, 1949, as compared with 
$84,124,062 in March, 1949, and $97,- 
693,340 in April, 1948. 


.- ¢+ # 


Fishing tackle — Manufactur- 
ers of rods, reels, and other fishing 
euipment expect to produce approxi- 
mately $58,700,000 of these goods this 
year, about 10 per cent below last 
year’s record level, said R. H. Balch. 
vice-president of the Associated Fishing 
Tackle Manufacturers. The organiza- 
tion held its annual meeting in Chicago 
earty this month. Mr. Balch said de- 
mand for hooks, leaders, baits and other 
items started to fall off last year. The 
larger items, including rods and reels, 
began to taper off this year. The com- 
panies in the industry are doing good 
business on their lower priced lines, 
but higher priced goods are moving 
slowly, Mr. Balch added. He expects 
prices of fishing equipment to decline 


118 


an estimated 10 per cent this year, but 
thinks a further drop is questionable 
because of high labor costs. Mr. Balch 
said-18 million persons purchased fish- 
ing licenses last year, and he believes 
this number will be increased 20 to 25 
per cent this year. The actual number 
of fishermen is thought to be much 
larger than this, however, because 
many states do not require women or 
children to buy licenses. Angling is 
believed to have more fans than any 
other outdoor pastime. 

* * 


Non-electric heating, cook- 
ing equipment—April shipments of 
all types of heating and cooking equip- 
ment, excepting floor and wall furnaces 
and nonelectric water heaters, dropped 
below March levels, according to the 
Bureau of the Census, U. S. Depart- 
ment of Commerce. April shipments 
of cast iron boilers dropped to 6,000,- 
000 Ibs. valued at $1.3 million, a de- 
crease of 15 per cent from the 7.1 mil- 
lion pounds shipped during March. 
Shipments of 1.3 million sq. ft. of cast 
iron radiation during April were 8 per 
cent below shipments of the previous 
month. April shipments of 25.3 thou- 
sand oil burners and burner units 
represented a small decrease from the 
25.9 thousand units shipped in March. 
Shipments of 35 thousand warm air fur- 
naces, valued at $6.2 million were 16 
per cent below the March level of 
shipments. April shipments of do- 
mestic heating stoves amounted to 86.4 
thousand units, valued at $2.0 million. 
This represented a decrease of 23 per 
cent from the 112.2 thousand units 
shipped in the previous month. Ship- 
ments of domestic cooking stoves and 
ranges (except electric) in April 
totaled 177.9 thousand units valued at 
$13.2 million. This compares with 
March shipments of 189.4 thousand 
units valued at $14.3 million. 

* * * 


Flaxseed — Washington’s well- 
intentioned effort, in flax support, has 
back-fired expensively, and here evi- 
dently, “planning” cannot invalidate 
the natural Jaw of supply and demand. 
At the end of the current crop year, 
June 30, the government will have on 
hand about 30 million bushels of flax- 
seed (or its equivalent in linseed oil 
made from flaxseed), more than enough 
to meet all U. S. demands for the next 
12 months. But flaxseed from this year’s 
crop already is rolling in. It may total 
as much as 47 million bushels, enough 
to last another year and a half. Much 
of it will go to the government which, 
meantime, is trying to sell some of the 
1948 harvest. The cost to the consumer 
of the price-supporting operation un- 
doubtedly has been very heavy. About 


80 per cent of all linseed oil is used as 
a drying oil in paint, the rest in such 
products as linoleum, printing ink and 
soap. A gallon of outside house paint, 
on the average, costs about $5.50 at 
retail today. The manufacturer gets 
around $3.70 and his raw materials 
cost approximately $2.80. The most 
important of these ingredients is some 
four pounds of linseed oil which runs 
about $1.08 (at some 27 cents a 
pound), based on $6 a bushel flaxseed. 
But Washington has decided to drop 
support to $3.99 a bushel (or 90 per 
cent of parity). Linseed oil from $3.99 
flaxseed will cost about 18 cents a 
pound and trim the raw materials for a 
gallon of paint by 36 cents. 
* * & 

Glass — Libbey - Owens - Ford 
Glass Co. says, while its total sales 
volume is running well above last year, 
there has been a sharp drop in its win- 
dow glass business. The reason for the 
continued high level of sales is the 
record rate of car production by Gen- 
eral Motors Corp. and other buyers of 
automotive glass. The general estimate 
of the auto industry is that today’s cars 
carry an average of at least 20 per cent 
more glass than pre-war cars, including 
a much greater use of curved glass, 
raising the total dollar value of glass 
per car. Sales of window glass, mean- 
while, have been running at about half 
of last year’s rate for the last few 
months, as dealers have been cutting 
down their heavy inventories. Actual 
consumption of window glass, however, 
is estimated by the company to be run- 
ning at close to last year’s rate. Plate 
glass sales for store windows and other 
purposes have fallen much less sharply, 
while sales of “thermopane” insulating 
glass are reported still rising. Business 
of the company in plastics and indus- 
trial glue is off from a year ago, and 
there is a downward sales trend in 
mirror glass. 

* * * 

Credit outstandings increase 
—The Federal Reserve Board reported 
that all types of consumer credit, ex- 
cept single-payment loans, increased in 
April. The Board put the volume of 
consumer credit outstanding on April 
30 at $15,626 million, up $287 million 
from March 31 and up $1,567 million 
from April 30, 1948. This total in- 
cluded $8,623 million of installment 
type credits. Money borrowed from 
banks and other lending institutions 
totaled $4,128 million, The balance of 
the consumer credit total was made up 
of $3,258 million in charge accounts, 
$960 million of service credits extended 
mainly by professional workers, and 
$2,785 million of single-payment loans. 
Credit collections are better for big 
retailers than for others, and many 
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Safety belt lacing is easy to apply 
with any standard make belt lacing 
machine, lacer, or it can be applied 
with a hammer by using the inex- 
pensive Safety Tu-way Lacer. 


Safety’s patented binder bars hold 
every hook in exact alignment, lap 
snugly over belt ends and prevent 
fraying. 


SAFETY BELT-LACER CO. 


5390 N. MENARD AVENUE 
CHICAGO 30, U. S. A. 
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smaller stores say it takes much more 
effort, than a year ago to collect ac- 
counts. However, leading department 
stores say pay-on-time receipts lag only 
slightly behind a year ago, but explains 
a credit official: “We're keeping atter 
delinquents with frequent calls.” A 
few leading mercantile houses say 
credit collections are actually better 
than in 1948. They argue that “falling 
retail sales show that people are trying 
to keep out of debt.” But collections 
by manufacturers and wholesalers are 
definitely slower, as shown by a survey 
made by associations representing 
creditors in New York City, Chicago 
and Los Angeles. 


¢* *¢ @ 


Business trends — Industrial 
production may rebound to the high 
levels of 1948 by the end of 195], 
thinks Charles E. Wilson, president of 
General Electric Co. The current de- 
cline should noi continue beyond the 
second quarter of 1950, he told the 
annual meeting of the Edison Electric 
Institute in Atlantic City. Industrial 
output is unlikely to drop more than 
15 per cent below the 1948 peak, Mr. 
Wilson said: He gave three reasons for 
this viewpoint: The absence of “great 
speculative excesses” in inventories and 
the stock market; the adjustments in 
prices and inventories that have already 
occurred, and the increasing volume of 
government spending. 


* a + 
Lowered level still above 
average — Another optimistic note 


comes from A. P. Sloan, Jr., chairman 
of General Motors Corp. He told the 
corporation’s annual meeting: “I can 
see no basis whatsoever for a real de- 
pression or even a recession of consider- 
able consequence. Capital goods ex- 
penditures as a pattern, are a most 
significant factor im the whole economy. 
As they go, so goes the economy, and 
such expenditures are now falling off. 
This, together with the fact thet con- 
sumer needs, urgent and not so urgent, 
are becoming well satisfied and all 
goods are moving into ample supply, 
means that we must now move to a 
lower level.” Mr. Sloan added: “But 
it is my opinion that the new level will 
be, in terms of physical volume of pro- 
duction, considerably higher than the 
general post-war level. Of course, if 
we do foolish things nationally—such 
as a substantial increase in taxes or in 
other ways not impossible—we might 
accelerate the adjustment into sore- 


thing worse.” 
+ * . 


Commodity index unchanged 
—The government’s wholesale price in- 
dex showed no change in basic com- 


modity prices, during the week ended 
June 7. The index measured 156.1 per 
cent of the 1926 average at the end of 
the week, just 0.1 per cent higher than 
four weeks ago, and 5.5 per cent lower 
than in the same week of 1948. The 
Department said higher prices for farm 
products and foods were balanced out 
by declining prices for textiles, metal 
and metal products, and building ma- 
terials. Prices of fuel and lighting ma- 
terials were unchanged during the 
week, 
* * *” 

Business inventories ease off— 
Business inventories on April 30 totaled 
$53,566 million, the Census Bureau 
reported. This was down $1,200 mil- 
lion from March 31, but 5 per cent 
higher than on April 30, 1948. Inven- 
tories held by retail stores at the end 
of April amounted to $14,046 million. 
This was a decrease of $488 million 
from March and was $18 million less 
than on April 30, 1948. While inven- 
tories of manufacturers and whole- 
salers also declined during April, the 
month-end totals were above a year 
ago. 

a a a 
Individual incomes lower — 
Income payments to individuals in 
April declined for the fourth straight 
month. They ran at an annual rate of 
$213,700 million, below the March 
pace, but 214 per cent above that of 
April, 1948. The Commerce Depart- 
ment said the April dip from the pre- 
ceding month was caused by decreased 
farm income. This resulted from lower 
prices for farm products and smaller 
marketings of livestock. For the first 
four months of 1949, personal incomes 
were at an annual rate of $216,100 mil- 
lion, 4 per cent above the like 1948 
period. 
* * s 

Farm incomes under last 
year—Farmers received $1,900 million 
for sale of their products in May, 5 
per cent more than in April but 7 per 
cent less than in May, 1948, the Bureau 
of Agricultural Economics reports. 
Farmers received less for both live- 
stock and crops in May than they did 
in April. B.A.E. says that farmers re- 
ceived $9,800 million from marketings 
during the first five months of this year, 
5 per cent less than in the like period 
in 1948. Livestock receipts and prod- 
ucts were about 10 per cent lower than 
in 1948. Lower prices caused this sharp 
drop. Crop receipts during the five 
month (1949) period approximated 
$3,700 million, $100 million more than 
in 1948. 

eee 

Another huge wheat crop— 

The Agriculture Department predicts a 
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SINCE OUR NEIGHBOR BOUGHT THAT 
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crop of 1,336,976,000 
That would be the second 
largest wheat harvest in history. The 
record was 1,367 million bushels in 
1947. The latest production forecast, 
believe, makes certain that 
more rigid controls over production and 


1949 wheat 


| marketing of wheat must be imposed 
on the 1950 crop. 
| says that, as of June 1, prospects for 


The Department 


“all crops” are the best in 12 years. 


More efficient farm produc- 
tion—Farm production is steadily be- 
ing lifted by more machines, more 
fertilizer, and better seed. Pre-war 
1939 corn fields produced an average 
of less than 30 bushels an acre; last 
year’s per-acre corn output was 43 
bushels. Cotton farmers averaged 238 
pounds an acre in 1939; last year they 
averaged 311 pounds. Per-acre output 
of potatoes, at 122 bushels in 1939-40, 
averaged 212 bushels last year. In 1850 


men accounted for 15 per cent of farm- | 
| labor energy; animals contributed 79 
| per cent and machines only 6 per cent. | 
Now machines do an estimated 92 per | 
cent of the work; animals and men | 
each account for only 4 per cent. A | 
century ago, it is estimated, the man- | 


animal-machine farm team turned out 
27 cents worth of produce an hour. To- 
day its hourly output is valued at $1.41. 
Commercial fertilizer is a big factor in 


lifting farm production, and each year | 


farmers spread bigger tonnages on their 
fields. In pre-war years (1915-38) fac- 


| tories made an average of 7 million 


tons of fertilizer yearly. Last year they 
produced 16 million tons of it. 
mercial fertilizer has been used most 


heavily by cotton farmers, but last year | 
it made great strides in the corn coun- | 
try. Wheat growers are studying its use. | 


Yearly consumption may soon reach 20 
million tons, farm experts sav. 


But farm income dropping— 
Washington’s Bureau of Agricultural 
Economics casts a studious eye every 
month on the farm income situation, re- 
porting comparisons month by month, 


and also on a “so-far-this-year” basis. | 


Its findings, made public monthly, serve 
as a barometer of the national economy. 
Many statisticians believe that the na- 
tional economic “health” is directly 
traceable to farmer prosperity, or lack 
of it. Now, the Bureau forecasts a 10 
per cent drop in farmers’ net income 
for the first half of this year, and calls 


Com- | 
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HW: 300 
| Shipping weight,, 
10 Ibs. ea. 


Cooks complete meal 
without pans. Four heat 
| levels broil, fry, grill or 
| boil, Easy as home-cook- 
ing. Complete with sturdy 
carrying case. 


this “a fairly conservative estimate.” | 


The B.A.E. reported that in the first | 
six months of 1949, farmers’ cash re- | 


ceipts, “and probably gross income, 
may be down 7 per cent from the like 
period in 1948. Farmers’ expenses, how- 
ever, are “down only slightly,” and 
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priced 
Bight! 


Fast Sales — 
Quick Profits — 
.. Steady Turnover 





Multi-Line 


CLOTHES DRYER 


Gives full 50’ of dry- 
ing space in floor 
space 2’ x 2’. Sets up 
in a jiffy, weighs only 
12 Ibs. Easily moved 
from room to room 
for ironing, washing, 
drying baby clothes. 
Perfect for the apart- 
ment or home utility 
room. 


Look at these Features 


Fifty feet of drying 
space when open; 25 
feet with top collapsed. 
Snag-proof and warp- 
proof — no splinters, 
nails or screws. Fin. 
ished in bright, rust- 
proof Kromolite finish 
for easy cleaning. Built 
for lifetime service. 


Folds down to 
space 7” deep 





Sure-fire with every 
picnicker or camper 





oOTTESsT! 
- HOTTER! 
HOT! 







“ZIPPER TOP" 


Unique! — with non- 


loseable, ‘“‘push- pull” 
top and stronger, sag- 
proof ‘“‘Volcano”’ bot- 
tom that gives power- 
ful draft — complete 
burning. Galvanized 
finish. Heavy duty, 
HW303; Price Leader, 
HW1270. Shipped 12 
to bundle. 
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PRODUCTS COMPANY 
Albion, Michigan 
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at popular prices! 


To Create VOLUME SALES! 


Great Neck 
teols are being 
sold to millions 


Ask 
the 


Great Neck catalog— 


key to sales at profit- 


able prices. 


GREAT NECK SAW MERS., In 








Mineola, New York. 





DAISY 
FORCE CUPS 


ARE TOP QUALITY 
RUBBER CUPS AT 


POPULAR PRICES 















When W. F. Schacht 
started the Daisy Line 
of Household Rubber 
Goods, 40 years ago, 
his first item was an 
exceptionally good 
FORCE CUP. It was 
made of good rubber 
— had lots of vacuum 
and force, and it soon 
became a big seller. 








Today the DAISY 
Force Cup is still the finest 
rubber force cup obtainable 
and its popular price pro- 
vides for a good profit. 


Write today for the DAISY Line 
catalog and price list 


SCHACHT RUBBER MFG. CO. 


‘Dept. H 


Huntington, Indiana 
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therefore “operators’ realized income 
for January-June, 1949, is probably run- 
ning at least 10 per cent below” last 


year. 
* 6 @ 


Department store sales—De- 
partment store dollar sales in the week 
ended June 4 were 8 per cent below 
the like 1948 week, the Federal Re- 
serve Board reported. Board officials 
Day 


holiday had nothing to do with this 


emphasized that the Memorial 
decline, since the corresponding 1948 
period also included this holiday The 
Board’s seasonally adjusted index of 
department store sales now is computed 
at 296 per cent of the 1935-39 average 
(for May) compared with 291 per cent 
for April and 305 per cent for May, 
1948. For the period Jan. 1-June 4, de- 
partment store sales have averaged 
about 4 per cent under the like period 
last year. 
* * © 


Down, but not much—Dollar 
sales of mail order houses in May con- 
declines. though not 


tinued to show 


sharp drops, in year-to-year compari- 
sons. Most chain stores reported their 
sales for the month had reversed the 
April trend, and were below a year 
Three of the large mail order 
houses reported May volume under last 
Ward’s 


sales were off 4.1 per cent: Soars Roe- 


ago. 


year’s month. Montgomerv 
buck & Co. showed a drop of 0.4 per 
cent, while dollar volume of Spiegel, 
Inc., was down 3.4 per cent. Sales de- 
clines in May ranging from 1.4 per 
cent to 6 per cent from the like 1948 
disclosed bv six large 
F. W. Woolworth 
was off 5.5 per cent, and W. T. Grant 
S. S. Kresge 
sales rose 1.2 per cent over the year-ago 


month were 


variety store chains. 
Co. dropped 3.8 per cent. 


month. 
* * ® 


Building operations in May 
—Construction work done in May was 
valued at $1.568 million. the Commerce 
Department reported. This represented 
a seasonal gain of nearly $200 million 
over April, and was only a shade below 
May, 1918. Public 
construction played an imnortant role 


the volume of 


in the May figures. totaling 19 per cent 
above the previous month and 31 per 
cent above May, 1948. Private build- 
ing in May was 13 per cent higher than 
in April, but down 9 per cent from a 
year ago. In the first five months of 
1949, construction work of all kinds 
totaled three per cent more, dollar- 
wise, than in the like 1948 period. 
* * @ 
Independent dealers — Sales 


of 15,000 large independent retailers 
were slightly (1%) lower in May, 1949, 
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than the year before, according to data 
released by J. C. Capt, director, Bureau 
of the Census, U. S. Department of 
Commerce. A decrease of four per cent 
was registered in May compared with 
April this year. Hardware stores in the 
group showed a loss of eight per cent 
in volume comparing May, 1949, with 
the same month last year but a gain of 
six per cent in May, 1949, over April, 
1949, 
* * & 

Not very worried—U S. con- 
sumers have not been particularly wor- 
ried, at least in the first part of this 
year, about business prospects. This is 
shown in a survey conducted for the 
Federal Reserve Board between Jan. 1 
and March 15. The poll indicated con- 
sumers felt the price declines in evi- 
dence during that period meant better 
Those with plans to buy auto- 
mobiles, television sets and moderately 


times. 


priced houses outnumbered those with 
similar intentions early in 1948, Fur- 
ther, Reserve Board officials see some 
signs that consumers are making good 
their plans to buy as prices go lower. 
Another survey will be made in July, 
to determine if there has been a shift 
in sentiment. 
a co * 


Some upturns—Some upturns 
are noted in business President G. B. 
3eitzel of chemical-producing Pennsy]l- 
vania Selt Co. says: “In the last few 
days we’ve noticed more activity in cer- 
tain lines. Most of us in the company 
feel that by fall we will be active 
again.” A major paint company has 
noted a recent sales pickup. Its expla- 
nation is that dealers stopped buying 
to cut inventories, and then found con- 
sumer demand was still pretty strong. 
Now they are rebuilding depleted 
stocks. A copper mining company is 
hopeful of the same experience. It ex- 
pects customers must be in a buying 
mood in a couple of months, for they 
May 
shipments of copper were the lowest in 


are living on inventories now. 


1] years. Airlines probably will carry 
year than in 
They have plugged 
away at “getting their house in order,” 


more passengers this 


record-high 1947, 


paring costs from their over-ambitious 
ideas of the early post-war period. 


* * * 


Benefits for the buyer—Con- 
sumers benefit from the prevailing price 
readjustment period in two ways. They 
pay less for goods and they get better 
products. Men’s shirts, golf balls, tires 
—these and dozens of items cost less 
than a year ago. Premiums on new 
autos are gone. Living costs would have 
further and sooner but for 
government policies. Federal farm price 
props help hold food costs high. Texas 
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has sharply curtailed oil production, to 
keep the price high. Even the U. S. 
Supreme Court has lent a hand, for its 
“basing point” decision has led to more 
costly steel. Labor sometimes works 
against the consumer, too. J. L. Lewis’ 
United Mine Workers, by strikes and 
other “stabilizing” moves, holds coal 
production down and discourages price 
cuts. 


Planning to spend—Consum- 
ers’ buying plans for 1949, as told to 
student interviewers, indicated a poten- 
tial market for record numbers of new 
automobiles and new houses, and near 
record numbers for other major durable 
goods. Highlights from the early-1949 
survey, analyzed by the Federal Re- 
serve Board, follow: 


Automobiles—Between 3,600,000 and 
5,100,000 buyers were in the market for 
new cars, compared with about 3,100,- 
000 who bought last year. They ex- 
pected to pay an average of $1,990. The 
percentage intending to buy used cars 
was smaller than the number who actu- 
ally bought in 1948, but much larger 
than the number who expressed a simi- 
lar intention in 1947 or early last year. 


Houses—About a million expected to 
buy new houses, compared with. about 
800,000 who bought last year. About 
half want co pay less than $7,000. De- 
mand for existing houses also seemed a 
trifle stronger than a year ago. 


Television Sets—The Board has not 
surveyed this market separately in 
earlier years, but the new figures indi- 
cate about twice as many people plan 
to buy this year as did buy in 1948. 


Radios—Abvout 3.7 per cent indicated 
an intention to buy, compared with 4.8 
per cent “in the market” early last year, 
and with 9.6 per cent who actually 
bought last year. The average price 
expected was $90. 


Refrigerators—About 5.7 per cent 
planned to buy refrigerators, compared 
with 6.2 per cent who gave this answer 
early in 1948. About 10.8 per cent said 
they actually bought refrigerators last 
year. Potential buyers expected to pay 
an average price of $240. 


Washing Machines — About 2.7 per 
cent expected to buy washing machines, 
compared with 3 per cent who intended 
to do so last year and with 6 per cent 
who actually bought. 

These figures are not precise fore- 
casts of what buyers will do, for of 
course many qualified their answers by 
indicating they would buy only if prices 
and quality suit them. 
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Why Not? ond WRALTH INSURANCE with. . . 


EASTERN 
COMMERCIAL TRAVELERS 


Mutual Association ¢ Direct Purchase 
No Branch Offices 


Massachusetts Company, Incorporated 1894 


Hospital Confinement Not Necessary to Receive Benefits 


ACCIDENT POLICY PAYS SICKNESS POLICY PAYS 
$5,000.00—$10,000.00 $25.00—$50.00 $25.00 PER WEEK $10.00 PER WEEK 
FOR ACCIDENTAL FOR WEEKLY | FOR CONFINING FOR ————— 

TH DISABILITY SICKNESS sI 

Estimated Annual Cost $15 Estimated Annual Cost $24 


MORE THAN 50 YEARS OF UNFAILING SERVICE 


Provides protection 24 hours a day when traveling, while at 
work, around the home or on vacation 


NO POLICY CANCELLED OR RATES INCREASED OR ANY 
BENEFITS REDUCED ON ACCOUNT OF ADVANCED AGE! 


John S. Whittemore, Sec-Treas. 
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PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 








ALL-PURPOSE-HOLDERS 
Holds anything from toothbrushes or 
scissors to tools, brushes or large 
brooms. Sturdy nickelplated wire 
with screws. Small size to %” dia. 


Large size to over 1” dia. 10¢ ea., 

per carton (36) ....... $2.00 each 

aan? 6 cartons or over ...... $1.80 each 
ee 











E. & J. ENTERPRISES, INC. 
ems © 39 GROVE AVE., VERONA, N. J. 








Gripper Clips 


iii ini Registered U. 6. Pat. Olive 
mall and large ~ 

sizes for holding ~~ 
tools, garden im- 
plements, 
kitchen utensils, 
etc. Nickel plated. 
Packed on cards 


small.) Retails at 
10¢ each. Circu- 
lars on request. 


e reson GOOD TOOLS, INC. ® 
Orange, Mass., U.S.A. 
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WHEN YOU WANT TO BE HEARD 





Speak to the right "class"—in 
the Classified Opportunities 
Section of 


HARDWARE AGE 
100 East 42nd St. New York 17, N. Y. 
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American Hardware Manufac- 
turers Assn., 97th semi-annual con- 
vention to be held jointly with the 55th 
annual convention of the National 
Wholesale Hardware Assn., Oct. 
10-13, 1949, at the Marlborough-Blen- 
heim Hotel, Atlantic City, N. J. 
Arthur L. Faubel, 342 Madison Ave., 
New York City, is secretary-treasurer 
of the manufacturers’ association. 
Thomas A. Fernley, Jr., 505 Arch St., 
Philadelphia, is executive secretary of 
the wholesalers’ association. 


Gift Shows: July 24-29 at Los An- 
geles, Calif., under management of 
W. C. Klingborg. L. A. Trade Fair, 
Inc., 1151 S. Broadway, Los Angeles 
15. July 31-Aug. 4 in the Civic Audi- 
torium, Western Merchandise Mart, St. 
Francis and Sir Francis Drake Hotels, 
San Francisco, Calif.; Aug. 14-18, 
Olympic Hotel and Terminal Sales 
Building, Seattle, Wash.; Aug. 21-Aug. 
24, at the Portland and Benson Hotels, 
Portland, Ore. Show manager, Kay 
Leber, Western Merchandise Exhibitors 
Assn., Space 957, 1355 Market St., 
San Francisco 3, Cal. 


Industrial Supply Convention, 
May 22-24, 1950, at Atlantic City, N. J. 
Conference booths at the Public Audi- 
torium. Convention is sponsored jointly 
by the American Supply & Machinery 
Manufacturers’ Assn., general manager, 
R. Kennedy Hanson, 1108 Clark Bldg., 
Pittsburgh 22, Pa.; National Supply & 
Machinery Distributors’ Assn., secre- 
tary-treasurer, Henry R. Rinehart, 505 
Arch St., Philadelphia 6, Pa..; Southern 
Supply & Machinery Distributors’ 
Assn., secretary-treasurer, E. L. Pugh, 
712 Volunteer Bldg., Atlanta, Ga. 


National Hardware Show, Oct. 12- 
15, Grand Central Palace, New York 
City. Frank M. Yeager, 331 Madison 
Ave., New York City, is the director 
of the show. 


National Housewares and Major 


CONVENTIONS 


COMING 









AND 
EVENTS 














Appliance Manufacturers’ Exhibit and 
Meeting, July 11 to 15, 1949, in the 
Atlantic City Auditorium, Atlantic City, 
N. J., sponsored by the National House- 
wares Manufacturers Association. A. W. 
Buddenberg, 1402 Merchandise Mart, 
Chicago, 54, IIl., is executive secretary. 


National Retail Hardware Asso- 
ciation, 50th annual congress, at the 
Statler Hotel, Boston, Mass., July 11-14. 
Rivers Peterson, 333 No. Pennsylvania 
St., Indianapolis, Ind., managing di- 
rector. 


National Sporting Goods conven- 
tion and show, Jan. 22-26, 1950, at the 
Hotel Morrison, Chicago, Ill. Exhibits 
in booths and rooms. Sponsored by the 
National Sporting Goods Assn., One 
North LaSalle St., Chicago 2; G. Mar- 
vin Shutt, secretary. 


National Wholesale Hardware 
Assn., 55th annual convention held 
jointly with the 97th annual convention 
of the American Hardware Manu- 
facturers Assn., Oct. 10-13, 1949, at 
the Marlborough-Blenheim Hotel, At- 
lantic City, N. J. Thomas A. Fernley, 
Jr., 505 Arch St., Philadelphia 6, Pa., 
is executive secretary of the wholesalers’ 
association. Arthur L. Faubel, 342 
Madison Ave., New York City 17, is 
secretary-treasurer of the manufacturers 
association. 


Hunting and Fishing 
Are Big Business 


PORTSMEN who hunted and 

fished in 1948 spent $10,000,- 
000 more than the combined total 
of expenditures for bowling, golf, 
skiing and motor boating. Recent 
statistics reveal that anglers spent 
$1,350,000,000 in enjoying the 
sport of fishing, while hunters 
dug down in their pocketbooks to 
the tune of $750,000,000. 
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BETTER PAINT BRUSHES— 
For Heme, For Factory, For Master Painter “BRUSHWISE 


WRITE TODAY FOR LATEST CATALOG CORPORATION 


ATTENTION SALESMEN! TERRITORIES OPEN 








show It's 10th Year! 
7 iNUr & 
MOP 


winoow Brust WAG UCSTRY 0 et 
and SQUEEGEE 























LUNINU There’s a Minute Mop fast-seller to speed every house- 
sion AL a cleaning lle Women want and BUY the popular 
inute Dis op, Soap Bank, Bath Tub Brush, Win- 
> are made to give | dow Brush and Squs segee. Toi-La-Kleen, and the long 
extra strength. Available i - | ay — pang Be Mop and Drainer, and 
also the new Jumbo inute Mop for lz flo 
adjustable and standard types eee All made of Du-Pont Cellulose Sp oe. Wote or more 


your jobber today. 


level for every use. 
HALL LEVEL & MFG. WORKS 





MINUTE MOP (CO. cueneae auenae 


AUSTIN, TEXAS 











© CABINET HARDWARE 
N NI © BUILDERS HARDWARE 
© CABINET LOCKS ALL FROM SOURCE 
X.¢ SCREWS AND BOLTS 
il... e SASH HARDWARE iP Wale), 7am mele Gree). |7:\, ba meme 2016420) -1) mia al, (eo) 














Keep In Touch With The “OPPORTUNITIES” In The Trade — 


Hardware manufacturers, manufacturers’ agents, jobbers, jobbers sales- 
men, retailers and retail salesmen all use the medium that covers and con- 
tacts the hardware trade most thoroughly—Hardware Age. They know that 


There Are Many Business Opportunities In The Classified Section 
of this widely read trade publication. Hardware Age has been the recog- 


nized leader for bringing buyer and seller, employer and employee to- 
gether for many years. Use it and see if results do not justify every claim. 


HARDWARE AGE, (Classified Opportunities Dept.) 100 East 42nd St., New York 17, W. Y. 








* MARSHALLTOWN TROWELS *« 


MARSHALLTOWN TROWEL COMPANY * MARSHALLTOWN, IOWA 


(a | Sa(MARSHALLTOWN 
mG) wre un - 
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assified Aduertising Rates 














Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 words. 
Each additional word.. 


Positions wus 


Each additional word 


Allow Seven Words for Keyed Address 
or Your Address 








ceccee age 
-10 








*BOXED DISPLAY RATES 
$8.00 Per Column Inch 











Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more insertions 

No Agency Commission allowed on Classified 
Advertising. 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, Catalogs, 
etc., 
advertisers unless accompanied by sufficient 
postage for remailing. 


HARDWARE AGE is published every other 
Thursday. 
previous to date of publication, 


Address your correspondence and replies to 


100 East 42nd St., New York 17, N. Y. 


will not be forwarded to box number 


Classified forms close 15 days 


HARDWARE AGE 


Classified Opportunities Dept. 

















lf Help Wanted 











RETAIL STORE MANAGERS. Experienced) LAWN MOWER SALESMEN WANTED. 
in hardware, tires and auto accessories, farm| Part or full time selling Small Light Patented 
supplies, plumbing and heating. Splendid op- Rotary Lawn and Weed Mowers, electric or 
portunity in rapidly expanding organization. | gasoline motor power types. Inquire: Rotary 
Age 25 to 40. Positions available in Ohio, | Mower Co., 335 Securities Bldg., Omaha, Ne- 
Michigan, Arkansas, Tennessee, Mississippi, and | braska. 

Iowa. Must furnish A-1 business and _ char- 

acter references. Send complete resume to Jim | 

Brown Stores, Inc., 6560 Juniata Ave., Cleve- | _ 

land 14, Ohio. Atten.: Personal Department. 
| SALESMEN WANTED HOUSEWARE 
| ITEM, well established in New England States 
| and Metropolitan New York, as side line for 

MAN WANTED FOR GENERAL HARD- | Salesmen calling on retail hardware, department, 


WARE AND 
who has knowledge 
job with good 
vance. State age, 
other information you think necessary to 
cure this position. Replies held 
This store is located in New Britain, 
cut. Write Box 
100 East 42nd St., New York 17, N. Y 


of this business, 


experience, salary 





OPPORTUNITY FOR 
SALES EXECUTIVE 


If you have had the experience to 
direct a national organization of over 
100 men selling builders hardware 
through Building Supply, Lumber Yard 
and Retail Hardware Outlets, and feel 
capable to accept a position as Assis- 
tant Sales Manager for an organiza- 
tion with Los Angeles Headquarters, 
we would like to hear from you immedi- 
ately, giving details of your experience. 


Address Box N-315, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















MANUFACTURER OF POT CLEANERS, 
New York Area, has open territories for repre- 
sentatives calling on Housefurnishing Jobbers, 
Chains, Department Stores, etc. Excellent side 
line for men with established contacts. Terri 
tory protected. Commission basis. Write full 
details, present connections and territory covered 
Address Box N-318, care of Harpware AGE, 
190 East 42nd St., New York 17, N 





SALESMEN WANTED 


By a long established. well rated manufac- 


turer of a complete line of leather DOG 
COLLARS, HARNESSES, etc. Opportunity 
for experienced men calling on retail hard- 
ware, house furnishing and variety stores. 


Protected territory; liberal commission. 


Address Box N-298, care of es ed oes 
100 East 42nd Street, New York 17, N. 








PAINT DEPARTMENT. One|} 
Permanent 
pay for man who wants to ad- | 
and any 
se- 
confidential. | 
Connecti- | 
N-308, care of Harpware AGE, 


All territories except New 
Address Box 
100 East 42nd 


floor covering stores. 
York City. Commission 10% 
N-313, care of Harpware AGE, 
| St., New York 17, N. Y¥ 





SALESMAN WANTED, commission, expe- 
rienced only, to offer complete line brushes (4 
inch wall brush at $8.00 dozen) and paint 
| (good quality Outside White with analysis on 
label, $1.75 gallon FOB Georgia factory.) This 
|is a terrific repeat line. Protection on territory. 
Address Box N-310, care of Harpware AGE, 
100 East 42nd St., New York 17, N. Y 








EXCELLENT OPPORTUNITY 
FOR BUILDERS’ HARDWARE 
SALESMAN 


Leading, full-line builders’ hardware 
manufacturer has openings for terri- 
torial salesmen. Excellent support 
from factory. Congenial organization 
offers permanent connection with ad- 
voncement opportunities to successful 
candidates. Qualifications are: Knowl- 
edge of builders’ hardware and how 
to sell it. (Ability to figure contract 
work is desirable.) Willingness to 
travel almost constantly is essential. 
Likeable personality and sincere in- 
terest in helping dealers increase 
their sales is expected as a natural 
port of good salesmanship. In reply 
give complete personal history, ex- 
perience and what you regard as your 
best qualifications. Manufacturer's 
acents will not be considered. Ad- 
dress Box N-316, care of Hardware 
Age, 100 East 42nd St., New York 
Tv, We 








_] [Sales Representatives Wanted | 








| handled and territory covered. 








commission 


SALESMEN CALLING ON HARDWARE 
AND ELECTRICAL DEALERS to sell Bolts, 
Nuts, Screws and Specialty Products. Commis- 
sion Basis Only. Protected territory. Address 
Box N-289, care of Harpware Ace, 100 East 
42nd St., New York 17, N. Y. 








SALESMEN CALLING ON HARDWARE 
STORES, LUMBER AND BUILDING SUP- 
PLIES, etc., to handle along with your present 
merchandise complete line electrical material, 
wire, cable, wiring devices, radios, appliances, 
etc., for wholesale (national) distributor; com- 
mission and expenses; state territory and line 
carried. Address Box N-317, care of HARDWARE 
Ace, 100 East 42nd St., New York 17, N. Y 





WANTED SIDELINE SALESMEN alling 
on electrical contractors, retail hardware stores, 
department stores, to sell Electrical Supplies and 
Lighting Fixtures, to cover New Jersey and New 
York State exclusive of Metropolitan Area. Write 
for full details. Commission basis. Address Box 
N-233, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Y 





SALESMEN TO COVER RETAIL HARD. 
WARE TRADE for Old Established Concern 
manufacturing High Grade Line of Files, Hack 
Saw Blades and Butcher or Sharpening Steels. 
These lines can be handled as side lines on 
basis. Territory open, Central and 
States. Give full details or lines now 

Address Box 
100 East 42nd 


Western 


303, care of HarpwarE AGE, 
St New York 17, N. Y. 








WANTED 


Old established, Al manufacturer of paint brushes, 
nationally advertised, is reorganizing and expanding 
its sales organization, and would like to hear from 
experienced, capable salesmen of high calibre to 
represent it in several desirable protected territories. 
Liberal straight commission basis. Replies held in 
strict confidence. 
Address Box N-295, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 














Some MIDWEST and EASTERN 
territories open 


for salesmen calling on hardware jobbers and con- 
tract builders hardware accounts. Manufacturer of 
SHELF HARDWARE including CABINET HARD- 
WARE will tn territory in cooperattom with 
salesmen. 
Address Box N-281, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 
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Sales iwes Wanted 


SALES REPRESENTATIVES WANTED— 
OLD ESTABLISHED NATIONALLY 





Sales iwes Wanted 


FOR ORIGINAL SWISS FILES 























KNOWN MANUFACTURER of _ Builders 
Hardware is — read)usting oa gen and RESPONSIBLE DISTRIBUTORS WANTED 
representation. ill create openings for several , " 
experienced representatives who have good fol- Se Shee ee ene 
lowing and understand builders hardware. State grades of PRECISION FILES and ROTARY FILES 
ee now _—_ + gee 5 Plant is leading in Switzerland. Write details to 
erritory. ress Box N-259, care o ARD- 
" 2 "7 Box N-319, care HARDWARE AGE 
NY. Ace, 100 East 42nd St., New York 17, 100 East 42nd Street, New York 17, N. Y. 
WANTED— 
YOUNG AGGRESSIVE SALES MANAGER 
REPRESENTATIVES with National Reputation and Following will 


now calling on hardware dealers to sell at 
competitive prices all sizes of New Black 
and Galvanized Pipe, Seamless Steel re, 
Pipe Fittings, Clothes Line Posts and Steel 
Fence Posts on a commission basis. 
Address Box N-292, eare HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 

















SALES REPRESENTATIVES WANTED 


Nationally known manufacturer of builders’ hardware 
specialties has several territories open in Middle West, 
including Illinois and Michigan. Experienced builders’ 
hardware salesmen covering jobbers and contract hard- 
ware firms can add substantially to their income. 
Full information to 


Box N-321, care HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 








SALES REPRESENTATIVES WANTED 


Well Rated Power Lawn Mower Manufacturer with 
best product in its field (including AEAF Pulverizer 
Attachment) is revising distribution system sand has 
Openings for a few OUTSTANDING Sales Represen- 
tatives in Choice Territories. Your application will be 
treated in strict confidence and no contacts made with- 
out your permission. Write eo Boge and send 
recent photo to Sales Manager, N-323, care cf 
HARDWARE AGE, 100 East dond ‘Street, New York 
17, N. Y. 














MANUFACTURERS REPRESENTATIVES 
FOR LINE OF CHROME BATHROOM AC- 
CESSORIES to be sold to Hardware and 
Plumbing Trades as well as to Builders’ Hard- 
ware and Lumber Yards. Liberal commission. 
State territory, etc. Address Box N-324, care 
of HARDWARE oon 100 East 42nd St., New 
York 17, 3 





WANTED!!! 
MANUFACTURERS’ REPRESENTATIVES 


For LAWNSHAVER power mowers. 
Many principal areas open. Want 
representatives established in whole- 
sale hardware and department store 
trade. Product has received nation- 
wide acclaim, and is backed up hy 
national advertising. Fine opportun- 
ity for aggressive salesmen! Reply 
with full references, stating age, past 
experience, lines carried and _ terri- 
tory covered. All inquiries confi- 
dential. 

Southern Metal Stamping Co., Inc. 

Box 11035—New Orleans, La. 











Manufacturer on commission 
basis. Prefer plant within 500 miles of New 
York. Should make paints, hardware, automo- 
tive, industrial, power tools or related products. 
Will -personally handle National Wholesalers, 
Chains and Mail Order Houses due to Close 
Personal Contacts. Address Box N-252, care of 
ane Ace, 100 East 42nd St., New York 
i, . ee 


Serve Additional 





MANUFACTURER'S REPRESENTATIVE 
COVERING HARDWARE AND SPORTING 
GOODS JOBBERS in New England and the 
Middle Atlantic States with two established lines 
seeks Additional Representation. Address Box 
N-304, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Y 





SALESMAN WITH GOOD 
wholesale and retail hardware, 
trade, Massachusetts, Rhode 
Island, Maine and New Hampshire’ wants 
Manufacturers Line, Diplomatic, intelligent and 
aggressive. Excellent credentials. New Packard 
Car. Commission basis. Address H. Louis Ber- 
man, 51 Naples Road, Brookline 46, Mass. 


LIVE WIRE 
FOLLOWING 


department store 


ATTENTION. YOU 
SALES to all types 
Metropolitan 
and effort in 


MANUFACTURERS 
CAN EXPECT VOLUME 
of Chains, Syndicates, Jobbers in 
New York. Can assign manpower 
proportion to needs. Will consider only  sub- 
stantial proposition. Highest references Ad 
dress Box N-322, care of Harnoware Acer, 100 
East 42nd St., New York 17, N. Y. 


AGGRESSIVE NATIONAL SALES ORGAN. 
IZATION REP RESENTED BY MEN WITH 
BROAD EXPERIENCE in the hardware field 





| 


wants Additional Lines, for sale to jobbers. Offices 
from Coast to Coast. Connection is particularly 
| advantageous to small manufacturers because we 
handle all phases of distribution. Address Tri 
Products Company, Inc., 2406 So. 7th Blvd., 
St. Louis 4, Mo. 


REPRESENTATION | AVAILABLE 


SALES 
MANUFACTURERS ON- 


TO REPUTABLE 


LY, selling to jobbers of hardware, houseware, 
janitor supplies and variety store merchandise. 
Also sell to Chain, Department Stores and Pre- 
mium Goods Users. Firmly established over a 
period of twenty years, covering Michigan, In- 
diana, Ohio and. Kentucky. Address Box N-280, 
care of Haroware AGE, 100 East 42nd St., | 


New York 17, N. ¥ 





| fecounts Wanted | 





SALESMAN WITH FOLLOWING AMONG 
LUMBER RETAILERS in Greater Kansas 
City and Parts of Kansas wishes to represent 
major manufacturer of Builders Hardware or 
Material Line. Address Box N-309, care of 

100 East 42nd St., New York 


Harpware AGE, 
17 y yY 


I/, 





NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York @ Philadelphia @ Detroit 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 

the accounts or you can bill direct. 
Write for further information and references. 














SOUTHEASTERN STATES 
Agents. Established 1926. 
Cover trade 4 times yearly. 
Commission basis. Inquiries invited. 


McCUTCHEN-SIMPSON, INC. 
9822 N. E. 2nd Avenue Miami 38, Florida 


Manufacturer’s 
Staff of 5 men. 

















LINES WANTED 


Appliances, Heating Equipment, Sporting Goods, Gift 
Ware, etc. We know the market and the buyers in 
Furniture Stores, Hardware and Department Stores. 
in Wisconsin, Minnesota, N. & S. Dakota. Very well 
acquainted in Minneapolis and St. Paul. Write 





H. C. STROM 
102 W. St. Andrews, Duluth 3, Minn. 














MANUFACTURERS . 
HARDWARE, TOCi5 aid 
BUILDING MATERIALS 


REPRESENTATIVE AGENT WITH MORE 
THAN 16 YEARS OF EXPERIENCE, IS WILL- 
ING TO TAKE YOUR LINE AS EXCLUSIVE 
AGENT IN MARACAIBO, VENEZUELA. BEST 
REFERENCES TO ORDER. ADDRESS 


JOSE J. BUCOBO 
P. ©. BOX 494 
MARACAIBO, VENEZUELA, S. A. 




















| Ponitiows Wanted | 


RETIRED SALESMAN FOR A NATIONAL 





(Classified Opportunities continued on page 128) 
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ABRASIVE MANUFACTURER WANTS 
SITUATION selling to Hardware, Mill and 
Mine Supply Jobbers and Dealers in Arizona 
and Southern California. Large acquaintance 
and good standing in trade. Perfect health 
| Have car. Will furnish references. What have 
vou to offer? Address H. E. Kulle, 339 W. 
Portland St., Phoenix, Arizona. 
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| Positions Wanted = 


[ Business Oppertunitiea | 





( Business Opportunities | 





SUPER SALESMEN, YOUNG, ALERT, 
20 years experience in Hardware Line Seeks 
Position as Manufacturer’s Representative or 
with established hardware house. Address Box 
N-314, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Y. 


POSITION WANTED. EXPERIENCED 
HARDWARE MAN in all branches of the 
business retail and wholesale, experience in store 
departmentizing and display work, sign and 
show card experience, capable as dept. or store 
manager, wish to locate in Michigan, Northern 
Illinois or Indiana. Address Box N-305, care 
of Harpware Ace, 100 East 42nd St., New 
Yous 17, BH. Y. 





POSITION IN GOING HARDWARE 
STORE WANTED. Best mechanical ability. 
Glazing, electrical and lock repairing. Have full 
knowledge of all steel and wood working tools. 
Electrical and Machinist Maintenance for past 
14 yrs. Can meet people. Must good posi- 
tion. Prefer to be located in Far Western States. 
Address Eox N-306, care of Harpware AGz, 
100 East 42nd St., New York 17, N. Y. 


oe ee PROGRESSIVE, GROWING 
M. Presently employed as hardware, mill 
pron ol phone order salesman and purchaser by 
nationally known’ establishment. Experienced 
with precision, hand and power tools, builders 
hardware, paint, electrical and plumbing supplies. 
Bidding and correspondence. Young, married, 
personable, good education. Address Box N-312, 
care of Harpware Ace, 100 East 42nd St., New 


York 17, N. 

HARDWARE EXECUTIVE, EXPERI- 
ENCED, in Top Management, Buying, Or- 
ganization, Control, Promotion—Wholesale and 
Retail Shelf, Builders’ Hardware, Plumbing, 
Electrical Supplies, Paint, Housewares,  Lin- 
oleum, Appliances. Desires Association with 


reputable concern where executive ability, hard 
work, and accomplishments leads to advance- 
ment and larger compensation. Consider Direc- 
tor of Purchases or Outright Management. 
Employed at present as general manager in- 
creased volume from $275,000 to $700,000 in 3 
years. Change desired for personal reasons, 
accustomed to good earnings, best personal ahd 
business reference. Age 42. Located Northern 
Indiana. If interested in good aggressive 
executive write in confidence to Box N-325, 
care of Harpware Ace, 100 East 42nd St., New 
York 17, : 2 





FOR SALE 


RETAIL, WHOLESALE AND MANUFACTURING 
PAINT BUSINESS in a City of 300,000 in Northern 
Ohio. Owner wishes to retire. A splendid oppor- 
tunity for one or two men desiring to continue a 
going, successful business of 40 years. Room for 
expansion. Factory on railroad siding. Storeroom on 
main street, size 50 x 125 ft., four stories. Buildings 
for sale or lease. 
Address Box N-294, care am yi | aes 
100 East 42nd Street, New York 17, N. Y. 




















FOR SALE, HARDWARE STORE, EAST- 
ERN NEW YORK STATE (small village). 
Established 25 years — Hardware, Electric Ap- 
pliances, Paint, Plumbing Supplies—clean stock— 
location center business section—2 Story Brick 
and Wood Building—7 Room Apartment second 
floor—Large Warehouse. Price $21,000—net profit 
19% on investment. Reason for Selling age and 
other business—no brokers. Address Box N-311, 
care of Harpware Ace, 100 East 42nd St., New 
von 7, m. 
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SOUTHERN CALIFORNIA STORE FOR 
SALE, Long Established, Profitable, Retail Hard- 
ware and Housewares Business. Inquiries strict- 
ly confidential. Full information to really in- 
terested party. No brokers. Address Box N-307, 
care of Harpware Acer, 100 East 42nd St., 
New York 17, N. Y. 





FOR SALE 48% INTEREST IN THIRTY 
YEAR OLD Hardware, Household, ra 
and Farming Necessities Retail Store in 750,000 
community doing $500,000 annually; experience 
in hardware merchandising more essential as firm 
is well financed. Address Harold Lockhart, 5614 
Locust St., Kansas City, Missouri. 





FOR SALE—HARDWARE DEPARTMENT 
STORE fifteen miles outside New York, estab- 
lished twenty years, good lease at low rental, 
sales over $160,000.00. Inventory about $70,- 
000.00, equipment $15,000.00. Will sell for_in- 
ventory and equipment, retiring. Address Box 
N-285, care of Harnware Ace, 100 East 42nd 
St., New York 17, N. Y 





MAILING LISTS ON GUMMED LABELS 
@ $3.75 per thousand names. Accurate and up- 
to-date. Cover nationwide markets. Save money— 
save typing—save time. Write for Lists avail- 
able. Dept. H.A., Accurate Mailing Lists Co., 
Civic Opera Bidg., Chicago 6, Illinois. 





WANTED TO BUY: ESTABLISHED 
HARDWARE AND PAINT STORE in com- 
munity of 15,000 to 30,000 population. Good 
location and reputation essential. Adequate cash 


available. Best references. Replies strictly con- 
fidential. Reply to Box N-320, care of Harp- 
ware AGE, 100 East 42nd St., New York 17, 
nm. ¥ 





HARDWARE STORE, SUBURBAN BUF- 
FALO TERRITORY. Same location 50 years, 
average sales $80,000. This store has had many 
of the same accounts for generations, and is 
favored with no competition in its area. Price 
for real estate is $29,500, inventory additional. 
Pierce & Cash, 20 Buffalo St., Hamburg, N. Y 





_ 
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Your employees want 


to help you build security 


HERE’S HOW 7,500,000 WORKERS ARE DOING IT 


More than 20,000 companies now maintain 
the Payroll Savings ‘Plan, by which their 
employees invest in U. S. Savings Bonds 
avtomatically every pay day. This Plan 
builds security not only for the individual 
employees, but for their companies and for 
the nation! 

As you know, Savings Bonds pay $4 at 
maturity for every $3 invested. Thus they 
help create a “rainy-day” fund for each 
Payroll Saver, increasing his security. 


How P.S.P. helps employers 


America's leading corporations report these 
company benefits from the Payroll Savings 
Pian: As Bonds increase the worker's eco- 
nomic peace of mind, plant morale Im- 
proves. Production increases—because 
absenteeism, labor turnover, and the acci- 
dent rate all decline. Relations improve 
between employer and employee. 


Savings Bond dollars are dollars re- 
moved from the spending stream. They are 
deferred purchasing power—an assurance 
of good business during the years to come. 
The Treasury uses net Savings Bond dollars 
to help reduce inflationary credit potential 
in the banking system by retiring short-term 
bank-held Federal securities. So Bonds in- 
crease the nation's economic security, too! 


Proof that employees want P.S.P. 


Even with today’s high prices, it has been 
proved that between 40% and 60% of 
America's working millions—at any wage 
level—can and will buy Bonds through 
Payroll Savings if g p s the 
Plan and a fellow worker asks them to sign up. 

It's up to you whether they get the chance. 
All the help you need is available from your 
State Director, U. S. Treasury Department, 
Savings Bonds Division. 





The Treasury Department acknowledges with appreciation 
the publication of this message 


This is an official U. S$. Treasury advertisement prepared under the auspices 
of the Treasury Department and the Advertising Council. 
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JUST OFF THE PRESS! 


THE EAGERLY AWAITED — 
NINETEENTH EDITION OF THE 


HARDWARE AGE VERIFIED LIST 


THE MOST COMPLETE, COMPREHENSIVE AND AUTHORITATIVE LIST OF 


WHOLESALE HARDWARE HOUSES 


WE HAVE YET PUBLISHED 





Indispensable for contacting the wholesale hardware houses in the 
United States and Canada: 


GIVES THEIR NAMES AND ADDRESSES 
CAPITALIZATIONS 
LINES HANDLED 
TERRITORIES COVERED 
NUMBER OF MEN TRAVELED 
THE YEAR WHEN BUSINESSES 
WERE ESTABLISHED 
THE NAMES OF THE BUYERS 
AND OFFICIALS WITH TITLES 


Obviously, highly useful information for calling on hardware 
wholesalers—in making credit arrangements—and in direct 
mail sales promotion advertising. 
e . * 

This publication also contains separate lists of: 

MILL SUPPLY DISTRIBUTORS 

PLUMBERS’ AND TINNERS’ SUPPLIES JOBBERS 

MANUFACTURERS’ AGENTS 

HARDWARE CHAIN STORES 

HARDWARE ASSOCIATION LISTS 


THESE LISTS ARE NEEDED BY ALL WHO SELL THROUGH HARDWARE CHANNELS 


PRICE $1599 @ COPY ReMITTANCE WITH ORDER 


HARDWARE AGE VERIFIED LIST 


100 EAST 42nd STREET NEW YORK 17, N. Y. 
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ASK 
YOUR 

JOBBER 
TODAY! 





STYLED FOR BEAUTY * GUARANTEED FOR SERVICE 


Distributed exclusively through your jobber 








Made exclusively for 


AMERICAN IMPORT CO., San Francisco, California 











When you-call for | 


DURO CHROME 


DURO METAL PRODUCTS CO. 


2649 N., Kildare Ave., Chicago 39, Ill. 


Also Makers of DURO Machine Tools 


On — EE. SCREEN DOOR BRACES 
. aS 









_ EYE BOLTS TURNBUCKLES \ 
YEAR ‘ROUND 
PROFIT-MAKERS UTILITY HOOKS | 
from Ov 
S HOOKS 


Turabuchles 


TURNBUCKLES, INC. 


, BOX 333, MICHIGAN CITY, INDIANA | tops IN QUALITY | 
FACTORY: GRAND BEACH, MICHIGAN __| Bj 


LOW IN PRICE 








GARDNER’S CLEANOUT AUGERS 


Gardner’s Cleanout Augers 
furnished in five lengths, 
eight to twenty-five feet — 
complete with adjustable, 
tubular handles. Series 1940, 
plain spring wire — Series 
1950, music wire. The ideal 
tool for cleaning clogged 
drains and closets. Complete 
information on request. Write 
today! 


GARDNER WIRE Co. 
5039 W. LAKE STREET 
CHICAGO 44, ILLINOIS 


REESE MEE SE NTO RR 
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Each Auger packed individually 
in attractive, 2-color, die-cut, 
counter display box. 








| 
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OVER 80 YEARS’ EXPERIENCE 


PRIEST’S 
CLIPPERS 


Triple plate—copper, 
nickel, chromium finish. 
Ball bearing, easy action. 


Over 80 years’ experience. 


ASK YOUR JOBBER 


AMERICAN SHEARER MFG. CO. 


NASHUA, NEW HAMPSHIRE, U.S.A. 




















SUPERIOR 
FAUCET 
INSERTS 

Stop Faucet Leaks 







Make old faucets // 


better than new 


SUPERIOR VALVE MFG. CO. 
CLEVELAND 15, OHIO 








Stakespeare 
WEXFORD 


NYLON CASTING LINE 





"WEARS UP TO 3 TIMES LONGER... AVERAGES 


7 TIMES MORE WATER RESISTANT!” 
Proved by Independent Tests 


Shaheen g FISHING TACKLE 


FOR VER FIFTY YEARS 


HONOR 


BUILT 
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Bas wees DOMES OF SILENCE nsuratep 


Glide Softly Smoothly Silently over All Floors 





56 in One set 4 pieces on a card. Sets on your counter or in your bin 


for your customers’ examination. Sell on sight. Genuine original 
Domes of Silence quality, correctly shaped. Packed 1 set on a card, 
12 cards in a carton. Sizes ¥@”, 34”, 1”, for all wood furniture. 
Domes of Silence have stood its test for 40 years. Used by leading 
furniture manufacturers throughout the world. Sold by leading 


stores everywhere. 


We also manufacture all sizes and types of glides 


for metal or wood furniture 


For Sale By All Leading Jobbers 


If your jobber is not supplied, write us 


Robert E. Miller & Co., Inc., Sole Mfg., 35 Pearl St., New York 4, N. Y. 
DOMES OF SILENCE DIVISION 

















NEVER BEFORE.... 


AT THIS LOW PRICE! 


A Fountain Brush of this quality has never before been offered at 

retail for less than $7.50. This handmade brush of custom quality 

scrubs—washes and rinses in one operation—Houses, Windows, ~~ ALL 

Screens, Awnings, Cars, Trucks, Trailers, Boats and any hw ALUMINUM— 
other washable surface. The public is waiting for this Ps Light weight—no corrosive 








° p . perts—will last for years— 
brush at this new low price—display them and san tn eemiation Gis tad 


they will sell themselves. The brush is 6 inches : to your customers without reser- 
in diameter and fitted with aluminum handle —_ beagpone 
to fit any garden hose. Suggest this ' HAND DRAWN BRISTLES— 


i e Genuine Horsetail Mixture Bristles are hand 
brush wey time aes sell a hos drawn with rust-proof wire and will never pull out. 


es re aa — hn — : MAR-PROOF BUMPER—Genuine scratch - 
rush sale and watc your proof rubber bumper that will not mark or mar any surface. 
profits climb. rie No other brush at this low price has this feature. 
BRUSH REFILLS — Replaceable brush elements available at low 
cost. However, original brush element will last several. years with 
ordinary use. 


EXTENSION HANDLES-—?2, 4 and 6 foot aluminum pipe extension handles 
for reaching upstairs windows, screens, etc., available at 65¢ per foot retail 
including coupling. 























DEALER: This is our No. 104 Brush which is sold only direct to dealer. Because 
of this policy of selling dealers direct, we are able to offer especially attractive 
discounts. Write for complete information and discount schedule. 


SUGGESTED RETAIL PRICES 


som two roar” * 9 MSO coin tS @a5 Bs 





™ 


WwiTH TWO FOOT WITH FOUR FOOT 
HANDLE HANDLE 


K.C. FOUNTAIN BRUSH CO., 1230 OAK ST., KANSAS CITY, MO. 
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